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with matched ceiling reels 


Here’s how to build business — attract new cus- 
tomers! Wall Alemiter’s practical, smooth-flowing 
lines are a real attention-getter . . . an asset to any 
lubrication department! More efficient, too! Sec- 
tionalized to provide for additional units as busi- 
ness expands. Lubricants are pumped directly from 
original containers to matching reels by Alemite 
Atomic Pumps. Exclusive Camatic Airlift with 
“finger-tip” control makes drum changing quick, 
easy, and clean! 


GUARANTEED FOR 27 MONTHS! 
Alemite Atomic Pump! 


Unmatched for service,economy and ease 
of maintenance . . . Alemite’s “Atomic” 
Pump is being used enthusiastically day 
after day in thousands of installations. 
It’s factory-sealed, pre-lubricated. Affords 
positive priming, eliminates air pockets, 
needs no adjustments. 

Here’s the only pump on the market 
with Sealed-In-Power Unit uncondition- 
ally guaranteed for 27 months! Only 
Alemite would dare make this long-term 
guarantee! 


” 
“Space-Saver Alemiter 
Offers New Compactness, Wide Adaptability! 


Now! Alemite’s new “Space-Saver” offers unbelievable con- 
venience and versatility. Allows extra room around your 
lifts . . . fits easily under windows and in narrow lubrication 
bays. Has all the marvelous advantages and special features 
of the Wall Alemiter — including Skyscraper Construction. 
Three pump unit measures only 4142” high; 6234” wide; 
21%” deep. 


ALEMITE 


1826 Diversey Parkway ® Chicago 14, Illinois 











ASK tox a brand of 
100% Pure 


PENNSYLVANIA 
Motor Oil | 





More striking advertisements 
than ever before in the 30 year 
history of the Association are regularly 
repeating the message Z 

“keep the power you bought. 


On the pages of seven leading American 
magazines, the motoring public in 1953 
will see again and again the familiar 
phrase,“ask for a brand of 100% 

Pure Pennsylvania Motor Oil.” 





THE PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION 


Oil City, Pennsylvania 
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the power 
you bought! 


Tue Roap AnEap will 
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always treat your engine to a 
superior motor oil. To be sure 
of the best, ask for a brand 
of 100% Pure Pennsylvania 
Motor Oil, made from 


Nature’s finest crude oil. 


ASK tor a brand of 


100°. Pure 


PENNSYLVANIA 
Motor Oil 


PENNSYLVANIA GRaDt Pi 
CRUDE O11 ASSOCIATION X 
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COMING MEETINGS 


MAY 


Pennsylvania Petroleum Asen., Bedford Springs 
Hotel, Sestord, Pa., May 10-12. 

Institute, Division of Mar- 
keting, ‘Lubrication Committee, The Green- 
brier, White Sulphur Springs, Ww. Va., May 
11-13. 

American Petroleum Institute, Division of Re- 
fining, midyear meeting, Hotel Commodore, 
New York, May 11-14. 

Oi Industry TBA Group, Midwest Section, an- 
nual meeting, Kentucky Hotel, Louisville, 
Ky., May 14-15. 











International PF rT Exposition, Tulsa, 
Okla., May 14-23. 
Empire State Petroleum Asen., Inc., annual 


meeting, Hotel Roosevelt, New York, May 
17-19. 

American Petroleum Institute, Committee on 
Agriculture, annual field trip, lowa State 
College, Ames, Iowa, May 158-19. 

National Fire Protection Assn., annua] meet- 
ing, Palmer House, Chicago, May 18-22. 
Virginia Petroleum Jobbers Assn., spring meet- 
ing, John Marshall Hotel, Richmond, Va., 

May 21. 

Independent Oi] Men’s Assn., of New England, 
annual convention, Statler Hotel, Boston, 
May 22. 

Virginia Oil Men’s Assn., spring meeting, John 
Marshall Hotel, Richmond, Va., May 22. 
Canadian Oil Industry TBA Group, Roya! 

York Hotel, Toronto, Canada, May 25. 

North Oaroll Ou Jobb Asen., annual 
spring convention, The Carolina, Pinehurst, 
N_ C., May 27-29. 


JUNE 


American Assn. of Battery Manufacturers, 
Chateau Frontenac, Quebec City, Que., June 
1-3. 





Eastern Biennial Exposition of Oil Heat, Hotel 
Statler, Boston, June 2-5. 

National Dixie Distributors, me Brown Palace 
Hotel, Denver, Colo., June 5- 6. 

Society of Automotive Engineers, summer 
meeting, The Ambassador and Ritz-Carlton, 
Atlantic City, June 7-12. 

Tennessee Ol] Men’s Assn., Patton Hotel, Chat- 
tanooga, June 8-9. 

Northwest Petroleum Assn., Hotel Duluth, 
Duluth, Minn., June 16-17. 

Pennsylvania Grade Crude Of) Assn., 30th an- 
nual meeting, William Penn Hotel, Pitts- 
burgh, June 18-19. 

Wyoming O11 Jobbers Assn., Townsend Hotel, 
Ca-:per, Wyoming, June 22. 

South Carolina Oli Jobbers Asen., aboard 
Silver Star, sailing from Charleston, . os 
for Nassau and Havana, June 25-July 2 

American Society for Testing Materials, annua! 
meeting, Atlantic City, N. J., June 29-July 3. 


JULY 


National Oil Jobbers Council, Laramie, Wyo., 
July 19-21. 

Loutsiana O11 Marketers Assn., Jung Hotel, 
New Orleans, La., July 22-23 

Truck Trailer Manufacturers Assn., Inc., 
Edgewater Beach Hotel, Chicago, July 23-24. 


AUGUST 


National Congress of P Retailers, 7th 
annual session, Hotel William Penn, Pitts- 
burgh, Aug, 18-21. 


SEPTEMBER 


Association of Desk and Derrick Clubs of 
North America, annual meeting, Denver, 
Colo., Sept. 11-12. 


American Petroleum Institute, Division of Mar- 
keting, Lubrication Committee, The Tray- 
more, Atlantic City, Sept. 16. 
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“We use a Schrader Gauge 
like a ‘dipstick’ to sell 
all our tire services” 



































Philip Kobscenski, owner of Phil’s Auto Supplies, 
199 Main Ave., Wallington, N. J., says: 


“Air service pays off in many ways. It creates 
a good customer-dealer relationship ... steady 
customers. Air service also gives us a chance 
to check tire wear.” 

Increase your business with Schrader Cer- 
tified Air Service. For instance, when you're 
using your Schrader Gauge your “nose is prac- 
tically on the tire” where you can spot the 
worn ones! 

Always protect your Certified Air Service 
and your customer’s tires. Seal tire valves 
with the finest airtight Cap that engineering 
can produce— genuine Schrader Valve Caps. 


Rugged brass shell pulls the 
sealing dome down on 
the valve with 
tremendous pressure 








This sealing unit 
(domed-rubber 
vulcanized between 
two brass plates) 
GUARANTEED AIRTIGHT 
UP TO 250 POUNDS 


ALWAYS SPECIFY 
QUALITY SCHRADER VALVE CAPS 


Order from your supplier 


Kenneth Kobscenski 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 
470 Vanderbilt Avenue, Brooklyn 38, N. Y. 


} 
Senrac: ’ FIRST NAME IN TIRE VALVES 
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Sales aparane 


Behind Our Headlines 


After more than 50 years in the news business, you’d think 


a fellow would lose the thrill of chasing after a story, wouldn't 
you? 


Not so with Warren Platt—who this week is on the high 
seas bound for England and the continent and another round 
of newsgathering for the readers of NPN. 


We rather thought WCP was going to be taking things 
easy—sort of rest on his laurels—after that recent rearrange- 
ment of his business affairs. But it seems we misjudged him. We 
should have known better, too, come to think of it. 


Because there’s nothing that can compare with newspaper- 
ing. Let it once get in the blood and it’s pretty certain to 
stay there. Especially when, as in WCP’s case, the dosing 
began back at the beginning of the century, with no letup since. 


Around the shop here, it’s conceded that Warren Platt can 
smell a good story a mile away. Several thousand miles away 
would be more nearly correct. He smelled one out “across the 
pond” back in 1944 and the nine months he spent over there, 
observing American oil men fuel the biggest-yet war, were pro- 
ductive of some of the best “copy” the readers of any business 
publication ever saw. 


We haven’t the haziest idea where WCP’s nose for news 
will lead him this time. But we can see him even now—poking 
and prying about in all sorts of places, on and off the beaten 
path. 


And we’re as sure as anything that he’ll run across some- 


thing—maybe something big—and that it won’t be long before 
he’s sharing that something with all of us. 


Gold Qforre 


BUSINESS STAFF Other 


CLEVELAND Platt Petroleum Publications 
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Oilgram Price Service 


...Wealter G. Berger 
Beh? cian ee Oil-Law-Gram 

.. Joseph Alen 

Jomes B. Dunn Oil Price Handbook 


Charles J. Jefferis 


SAN FRANCISCO J. W. Otferson 


TBA Directory 








NO WONDER YOU SEE SO MANY 





WHEREVER you go in the oil industry 
... exploring, drilling, producing or 
delivering ... you'll see dependable 
White Trucks on the job. 

Tailored right to their exact work 
requirements, Whites are doing an 
amazing job, helping to step up pro- 
duction in the oil industry's tremen- 
dous expansion. 





Whites wi Ons 


Based on accurate cost records of 
leaders in the industry everywhere, 
Whites not only substantially cut 
transportation costs, they add new 
efficiency and last longer on the really 
rugged jobs. 

Here’s why they cost less... earn 
more... in oil industry service... 
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AHEAD OF THE NEWS 





NEW TACTICS—Assurance by Secretary of State 
John Foster Dulles that the Tariff Commission will 
pursue a more “expeditious” course in processing 
complaints and that the State Department will be 
more sympathetic toward “sick” industries who feel 
they are hurt by imports, may result in the coal in- 
dustry seeking revocation of the Venezuelan Trade 
Agreement through the “escape clause” route. This 
development may come, particularly, if the Presi- 
dent continues to appoint “protection-minded” mem- 
bers to the commission and if, as expected, Congress 
merely extends the present Reciprocal Trade Act for 
one year. 


TOO MUCH TAX—At least one West Coast major 
operating its own over-the-road transports in Oregon 
is thinking of giving it up. Increase in the state’s 
ton-mile tax has hiked trucking costs to nearly as 
much as a common carrier would charge. That 
nullifies savings of the proprietary operation and 
means the company has capital tied up in unprofit- 
able equipment. Reason for the company-owned 
operation in first place was increased savings. Al- 
ternative: Turn their business back to the common 
carriers. 


HIDDEN LIGHTING—Some oil company men who 
design service station lighting layouts are experiment- 
ing with the idea of having no “bare” bulbs showing. 
The plan would be to make the lighting effective yet 
eliminate glare from open bulbs. This would tend to 
make the station even more inviting than it is with 
today’s improved lighting equipment, particularly 
that on the island. Chief drawback to hidden light- 
ing equipment is that it would require more power 
with resulting higher cost to attain the intensity 
needed. Also some changes in architecture and land- 
scaping will be necessary. Consensus is that the ap- 
plication of the idea is some miles down the road. 


RESOURCES STUDY—It has definitely been estab- 
lished that the high-powered Resources for the Future 
organization, which will meet in Washington later this 
year with the blessing of the White House, does not 
intend to carry on the general activities of the former 
Paley Commission on natural resources. The latter 
came up with specific recommendations on where we 
were going and what should be done. But the new re- 
sources body will be strictly a forum for identifying 
urgent problems and presenting the various views. It 
will pass no resolutions, take no formal votes and 
push no program of action. 
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DIESEL “CLIPPERS”—Since the post-war spread of 
“clipper” delivery (direct delivery) of gasoline to 
service stations, by-passing bulk plants, most sup- 
pliers have used gasoline engines. The heavier Diesel 
engines cut down gasoline payload and have been more 
expensive. Now, however, some of the West Coast 
major oil companies are using Diesel engines on clip- 
per runs because the reduced weight of the new-design 
engines has increased pay-load potential. Moreover 
Diesel operating costs are below gasoline-engine costs. 
At least one automotive department chief looks for a 
trend to Diesel “clippers”. 


THINGS TO COME—Oil marketers will find some 
changes in new cars driving into their stations next 
year, according to L. H. Middleton, of Electric Auto- 
Lite. He predicts: Air-cooled brakes will be the thing 
in 1954-model cars (to be followed in a few years 
by electro-hydraulic braking systems). New type 
“gaseous contrast headlighting” may also appear 
in 1954. Compression ratios will go up again next 
year, with some being as high as 9 to 1. Mr. Middle- 
ton also notes a low-priced air conditioning unit with- 
in reach of the “average car owner” is currently being 
developed. 


PAD STAFFING—PAD may decide to get by without 
an assistant deputy for domestic operations under the 
slimmed-down set-up expected after July 30. A final 
decision will depend on a clearer determination of how 
big PAD’s job will be and on the caliber of the man 
finally selected to replace J. Ed Warren as deputy 
PAD. The successor may be able to handle both 
chores. However, PAD definitely plans on finding a 
specialist to continue in the post of assistant deputy 
for foreign oil operations. 


GOING UNDER—Since 1946 Sweden has been blast- 
ing out a network of bombproof rock chambers for 
military and civilian needs, with about 500 already 
finished, under construction or projected. Fuel oil 
and gasoline are stored in underground, metal-lined 
cement tanks or in abandoned mines. Trains or 
trucks enter mountaingide chambers and are loaded 
in the shelters. Pipe lines run from underground 
storage directly to berthing place of tankers. At 
the sea’s edge, huge tunnels have been blasted 
which are large enough to house 2,600-ton destroyers 
and it is planned to provide sufficient shelters for 
the entire fleet. 
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Selling Kelly Tires is a good business because 


KELLY TIRES SELL? | 


; . : : 
t’s their reputation for value that e An ample trading area in which you can expand. 
e Continuous colorful advertising in leading magazines. i 





builds up steady sales and profits! 


e Plenty of effective sales-promotion help at local level. 
Value—that’s the key that opens the door to a big, 


profitable volume of sales for Kelly Dealers. For detailed information, write today to: The Kelly- 


Springfield Tire Company, Cumberland, Maryland. 


KELLY 


TIRES 


Proved and Improved for 59 years 


Sure-Stop Super Flex Cruiser Safe Trac Cruiser Truc Trac Commercial Heavy Dual Trac 
*ssenger Passenger Passenger Passenger Truck Truck Tread Truck Special Service 
£ & £ i 


LE, eed Me ) fade 4 GEE 


For Kelly Tires are quality tires—built to deliver 
extra thousands of safe miles at lower cost per mile! 
And it’s this superior Kelly performance that builds 
such high consumer acceptance everywhere! 





The Kelly Franchise and Sales-Incentive Plan will 
enable you to turn this acceptance into steady, profit- 
able turnover—and give you these other advantages: 





e A complete, modern line, including perfected Nylon 
Truck Tires, that you can sell at top prevailing prices. 
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FOR RE-SALE TO 
CAR OWNERS 


MODEL 1021 TWIN-LEG 


Car owners want a jack that’s easy to operate, 
simple to set up and safe to use. That's why 
they want Twin-Leg! This unique jack was 
especially built to quickly and simply raise 
any car high enough off the ground for trou- 
ble-free tire changing. Gone is the huffing 
and puffing... gone is the stooping and 
bending ...gone is the fear of having the 
bumper slip off the load rest. Here to stay is 
Twin-Leg, the bumper jack everybody wants 
—sales reports from dealers, store managers 
and service station operators bear this out! 


6 


Operates 50% faster 
than similor jacks! 
No parts to assemble, 


l= Thrust-type roller | 
~ bearing for easier — 
-  lilts! Handle is waist 


Sg , —” 


SERVICE USE 


MODEL 1031 TWIN-LEG 


Here’s the Twin-Leg expressly made for service 
men! This heavier model has the strength 
and stamina to stand up under continuous 
service duty, yet it is just as easy to handle as 
its lighter-weight counterpart. Model 1031 
is just the jack to take on emergency road 
calls...depend on it for efficient service 
lifts, even under toughest conditions. It also 
comes in handy as an extra jack around shop 
or station, when a quick, simple lift is needed. 
Write for FREE descriptive catalog bulletins 
on Twin-Leg, both models 1021 and 1031 


Dyédnaut 


AUTO SPECIALTIES MFG. CO., Dept.NP-5, St. Joseph, Michigan 
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After 
60,000,000 
gallons 


... IN WISCONSIN 
... IN NEW JERSEY 
... IN NEW YORK 


..» Ta care after care... 


Within a few weeks of each other, two Red Seal users asked 
Neptune to modernize their old loading rack meters by converting 
them to the new easy-to-operate 400 Series Registers. In both 
cases, the meters had delivered more than 60,000,000 gallons. 
In Milwaukee the 4” meter tested perfect with its positive non-drift 
calibrator adjusted only one hole from its original factory setting; 
in New Jersey six 3” meters needed only two small replacement 
parts to return them to good-as-new condition. 

Unusual cases? No. Another 3” Red Seal in Glenwood Landing, 
New York, with over 80,000,000 gallons to its credit still tests OK. 
Our files ate full of cases like these. 

There's no substitute for the dependable accuracy you find only 
in Red Seal Meters. There's only one moving part in the measuring 
chamber, with positive, non-wearing seal of a capillary film of oil. 
No intricate valves, leathers or piston rings. Double case design 
eliminates inaccuracies and excessive wear due to pressure dis- 
tortion. 

Red Seal users like the low maintenance costs, the ease with 
which work-worn units can be replaced. When modernizing your 
bulk plants—and trucks too— take a long look at the years ahead 
and specify Red Seals for sustained accuracy you can bank on. 
Just ask our nearest branch or jobber for details. 


NEPTUNE METER COMPANY 
50 WEST 50th STREET * NEW YORK 20, N. Y. 


Branch Offices 


ATLANTA * BOSTON * CHICAGO + DALLAS 
DENVER + LOS ANGELES + LOUISVILLE 
NO. KANSAS CITY, MO. * PHILADELPHIA 
SAN FRANCISCO ° PORTLAND, ORE. 
Canadian Factory: TORONTO 14, ONT. 





UISHED for sustained accuracy 
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WASHINGTON 





Congress Unlikely to Lift U.S. Tax 
On Gasoline Now, or Even Later 


By Glenn M. Green, Jr. 


Don’t expect 

Congress to do 

anything this year about removing 

the federal government from the mo- 

tor fuels taxation field. It may never 
happen. 

Pubiicly, the members of Congress 
aren’t saying much about the mat- 
ter and what they do say is phrased 
carefully with the accent piously on 
the need for deliberation. 

Privately, it boils down to just one 
worry: 

The members are afraid that if the 
federal taxes are lifted, leaving the 
field to the states for highway rev- 
enue, (1) some governors will use 
the road funds for patronage pur- 
poses, doling out the money where it 
can harvest the most votes and (2) 
state legislatures just won’t have the 
guts to slap the federal tax rate on 
motor fuels, in addition to existing 
state levies. 


As of now, the members say, the 
federal] government can prevent po- 
litical manipulation of highway funds 
through the grants-in-aid method 
where it can veto such practices. And 
there is the little matter of co-or- 
dinating interstate highways, they 
add. 


* * * 


Congressional procedure apparent- 
ly is becoming so streamlined that 
some committees know what they 
are going to find out before they even 
begin hearings. 

For instance, it is reasonably safe 
to predict that the Senate Interior 
Minerals and Fuels subcommittee will 
issue, within a year, a report calling 
for curtailment of petroleum imports. 

It probably could write the report 
now. But it will go through the mo- 
tions, first, of building up informa- 
tion and testimony to demonstrate, 
perhaps in something like the foi- 
lowing reasoning: 

1. The oil marketer must be “pro- 
tected.” If the importing companies 
are able to knock out the domestic 
industry—and they will by use of ex- 
cessive imports—they will then put 
the squeeze on the Independent job- 
ber, raise prices, promote unemploy- 
ment and generally raise Cain with 
the oil economy. 

2. “We must be able to protect the 
source of supply” in event of war 
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and depending upon foreign powers 
to defend overseas areas “certainly }~ 
not a healthy condition.” 

3. We must have “ ‘going concern’ 
mineral and fuel industries in this 
nation” available “in war time, as 
well as in peace.” 


We didn’t need a crystal ball for 
this one, actually. The subcommittee. 
under Senator Malone (R., Nev.), 
forecast this course at its organiza- 
tional meeting. Let us not quarrel 
with its objectives at this time, but 
it does seem a shame to waste all 
the time and whatever money it will 
require to build up the supporting 
testimony. Particularly since the 
group pians to lean heavily on ma- 
terial furnished by the Independent 
Petroleum Assn. of America. 


Harry Truman will be the Demo- 
crats “Biggest Gun” during the 1954 
campaign, we hear. His loudest 
salvos will be fired in the “shaky” 
states where the incumbent Demo- 
cratic senators face the strongest 
opposition. HST will be loaded with 
charges against the oil industry as 
he thunders about the “giveaway” 
GOP Administration, citing such 
“examples” as the “tidelands” legis- 
lation and the budget slashes in the 
synthetic fuels program. 

You can bet that he will accuse 
the administration of a “pay-off” to 
the oil industry. 


Once upon a time, there was a Bu- 

reau of Mines specialist on getting 
the government into the synthetic 
liquid fuels program. He was & man 
to reckon with because he had a good 
friend, former Interior Secretary 
Oscar Chapman, who had a good 
friend in the White House—Mr. Tru- 
man. 
The other day, a reporter inquired 
about the synthetics program at the 
office of this specialist, Dr. W. C. 
Schroeder. He was informed that, 
thanks to “from above” orders, all 
such queries now go to the office of 
Dr. R. L. McCabe, B. of M. synthet- 
ics policy maker. 

Exit Truman—exit Chapman. En- 
ter Eisenhower—enter McKay. Exit 
Schroeder ? 





Cancer 

strikes 

one in 
five 


Strike back 


By saving lives, by eas- 
ing pain, by improving 
services to cancer pa- 
tients, by supporting 
research that will find 
the final answers to 
cancer... 


That is how your dollars 
strike back at cancer 
when you give them to 
the American Cancer 
Society. 


Send your gift today by 
mailing it to “Cancer” 
care of your local post 


office. 


Give 
to conquer 
cancer 


American 
Cancer Society 
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BINET “LOCKER” 
3E REPAIR SUPPLIES 


WITH YOUR ORDER FOR THIS 


SPECIAL BONUS 
No. 6699 DILLECTRIC 


Speed Patch Assortment 


INCLUDES MATERIALS FOR OVER 
$200 WORTH OF TUBE REPAIRS 


oo On nate ecsan tne eter ncaaaneys Se a ree 


tocar iiiite a aaso 


a Sone (160 Patches) No. 6606-40 Sma 
jiamond Patches @ $1.65 per can......... $6.60 


2 cane 00 Patches) No. 6611-40 Small 
Round Patches @ $1.65 per can.............. 3.30* 


1 Can (10 No. 6607 Oval Patches) . 
(10 Ne. 6608 Large Round Patches)........ 1.85 


1 Box (100) No..100-AA Valve insides........ 5.50 
1 Cabinet Locker @. $10.00.............. Special 2.50 


$19.75 


BONUS (worth over $30 in resale valve) 


1 “Can (40 Patches) No. 6606-40 Small 
Diamond Patches @ $1.65 per can............ FREE 


8 No. 6241 Easyfiate Valve Caps 
@ 12¢ each 


ALL FOR ONLY 
‘Di you Gorive re ethettinte $ 75 
amon atches for the —_— 


Patches, specify As- 
n-ne, No. 6698 at the 
same price. 


ORDER NOW for Prompt Delivery — Available 
from your wholesaler, tire or oil company. 
CONSTRUCTION 


11” High, 13” Wide, 5%" Deep 


Beautifully finished outside and THE DILL MANUFACTURING CO. 


inside in Baked Enamel. Mounts 700 East 82nd St., Cleveland 3, Ohio 
on wall or sets on bench. 


ALL-STEEL 












AMERICA’S MOST POPULAR TUBE REPAIR SERVICE 


"Here's your opportunity to get this valuable, useful 
Cabinet Locker with your Special Bonus order for NOW USED BY OVER 
Dillectric Tube Repair Supplies. Save now — you get 


the complete assortment and Cabinet Locker that 
would regularly cost you a total of $29.84, all for 100,000 
only $19.75. The offer is limited, so ACT TODAY. Pre-! 


pare now for Extra Profit during the coming big ‘Sum! SERVICE STATIONS 
mer tube repair season. 
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SUPPLY AND DEMAND 





Gasoline Demand Rise This Summer 


Expected to Reach 5 


Gasoline demand (domestic and ex- 
port) will increase 5.1% during the 
summer of 1953 as compared with 
last year, Estimates of the Inde- 
pendent Petroleum Assn. of Amer- 
ica’s Supply and Demand Commit- 
tee also show distillate fuel oil de- 
mand rising 6.2% this summer. 

The figures are based on the April 
1 to Sept. 30 period of each year. The 
comparisons follow: 


Total Demand (Domestic and Export) 
(Thousands of barrels) 


Actual Forecast 

Six Months Six Months Percent 

Apr. 1- Apr. 1- Change 
Sept. 30 ae 30 Over 

1952 Year Ago 
Gasoline 3,408 3,582 5.1 
Kerosine 233 238 2.1 
Distillate 1,012 1,075 6.2 
Residual 1,400 1,445 3.2 
Other 1,157 1,995 3.3 
Total 7,210 7,535 4.5 


Next Winter—The IPAA commit- 
tee forecast a total increase in de- 
mand for oil products next winter of 
2.5%. This includes a decline of 2% 
in residual fuel oil consumption. Com- 
parative figures follow: 


Total Demand (Domestic and Export) 


(Thousands of bbls.) 
atx Menthe 4 — 
x Six Months 
Oct. 1, °52- Oct. 1,°53- Over 
Mar. 31, 53 Mar. 31, 54 Year Ago 


Gasoline 3,220 3,288 2.1 
Kerosine 491 513 4.5 
Distillate 1,833 1,980 8.0 
Residual 1,821 1,785 —2.0 
Other 1,066 1,077 1.0 

Total 8,431 8,643 2.5 


The IPAA committee warns that 
the oil industry may have too much 
oil in the 1953 summer season. Re- 
cent cutbacks of about 350,000 b/d 


1%—IPAA 


in domestic oil output may be fol- 
lowed by still further reductions. 

Total 1953 domestic and export de- 
mand will average 8,030,000 b/d, a 
rise of 4.1% over 1952. The com- 
mittee estimated total new oil sup- 
ply required in 1953 would be 8,048,- 
000 b/d to meet average domestic 
demand expected to total 7,670,000 
b/d, exports averaging 360,000 b/d, 
and an 18,000 b/d addition to stocks. 

Daily requirements for the six- 
months summer season ending next 
Sept, 30 were set at 7,858,000 b/d. 

Current domestic production of 
crude oil and natural gas liquids to- 
tals 6,890,000 b/d, the committee said. 
Added to second quarter imports to- 
taling 1,020,000 b/d this results in 
a total current supply of 7,910,000 
b/d which exceeds the estimated re- 
quirements of 7,858,000 b/d over the 
six months summer season. 

The IPAA Supply and Demand 
Committee estimated that imports of 
crude oil and refined products for the 
year will average 1,070,000 b/d. 

In preparing its forecast the com- 
mittee assumed the foliowing facts: 

1. There will be an improvement 
rather than a deterioration of inter- 
national relations; 

2. Industrial activity during the 
summer season will average substan- 
tially higher in 1953 than it did in 
1952, partly because of strikes which 
prevailed last year. By contrast, 
general business activity during the 
winter season—from October, 1953, 
to April, 1954—will be lower than 
during the past winter; 

3. Oil supply from foreign sources, 
originally stimulated by the loss of 
Iranian production, will be increas- 
ingly significant in international oil 
trade during the period covered in 
the forecast. This supply may be 


Summary of API Report on Refining Operations 
(U. S. Totals—B. of M. Basis) 


Week Week Increase 
Ended or 
Production April 25 April 18 Decrease 
(Figures in barrels) 

Crude runs—daily avg. 6,827,000 6,686,000 + 141,000 
Foreign crude included 636, 622,000 + 14,000 

Per cent operated ..... 89.2 87.4 + 18 
Gages eo. fuse. 23,159,000 22,736,000 + 423,000 
Kerosine .......... 2,665,000 2,656,000 + 9,000 
Distillate fuel oil . 9,666,000 9,561,000 + 105,000 
Residual fuel oil . .. 8,859,000 8,701,000 + 158,000 

Stoc 

Finished & unfinished gasoline 157,990,000 157,942,000 + 48,000 
haba oe. 5 Ras ; 19,433,000 19,685,000 — 252,000 
Distillate fuel oil 60,502,000 61,738,000 — 1,236,000 
Residual fuel oil 39,034,000 39,855,000 — 821,000 
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further augmented by moderate vol- 
umes of Iranian oil; 

4. Normal weather conditions will 
prevail. 

Inventories—Opening and closing 
inventory figures for the summer 
season and the following heating 
season are projected by the IPAA 
committee as follows: 


Inventories 
(Millions of barrels) 
Mar. 31, Sept. 39, Mar. 31, 
973 1953 1954 
Crude oi: 275.0 272.0 266.0 
Products 377.0 439.0 376.0 
Total 652.0 711.0 642.0 


Inventory Changes 


(Thousands of bbls. daily) 
Mar. B "63 Sept. bn "63 


Sept. 30,53 Mar. 7 "4 


Crude oil —16 —33 
Prdoucts 339 — 346 
Total 323 .379 


Bureau of Mines Forecast—Mean- 
while, the U. S. Bureau of Mines es- 
timated that oil demand, including 
exports, for the first quarter of 1953 
was about 4.6% above the same quar- 
ter last year, including a 7% boost 
in motor fuel demand. 

For May, the bureau forecast a to- 
tal crude oil demand of 6,260,000 b/d, 
compared with 6,310,000 b/d forecast 
for April. The forecast includes es- 
timates of total gasoline demand of 
113 mililon bbis. in May, gasoline 
yield of 44.5%, and total crude runs 
of 6,740,000 b/d. 

Actual data for February show to- 
tal crude runs averaging 6,969,000 
b/d, including 587,000 b/d of foreign 
crude oil, the bureau said. 

Total stocks of refined products 
were 33.6 million bbls. higher on Feb. 
28, 1953, than a year ago, according 
to the bureau. 

Product Output Up— The Ameri- 
can Petroleum Institute reports re- 
finery runs increased 141,000 b/d to 
6,827,000 b/d during the week ended 
April 25 compared with previous 
week. Output of all principal oil 
products rose. 

Gasoline stocks were up slightly, 
but inventories of all other principal 
products declined (see table at left). 


Penna. Runs Drop—Runs to stills 
of Pennsylvania grade crude oil de- 
clined during the week ended April 
25, 1953. Comparative figures fol- 
low in barrels daily: 

Week Ended Week Ended Week Ended 
Apr. 25.1953 Apr. 18,1963 Apr. 26, 1952 
50,963 59,449 50,243 

Oil Imports Up—tImports of crude 
oil and products to the United States 
east of California rose 64,100 b/d in 
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HULL 


product...top quality 
program... complete 
policy... sound 
price...right 

your profit... substantial 


It’s good business 
to do business with Thermoid! 
May we tell you why? 


hermol 





Thermoid Company 
Special Sales Division 
Trenton, New Jersey 





SUPPLY AND DEMAND 





the week ended April 25, and were 
up 58,900 b/d for all of the U. S., 
according to the API report. 




















Week Week 4 Weeks 
Ended Ended Ended 
Apr.25 Apr.18 Apr. 18 
(bbis. per day) 
East of Calif.: 
Crude oil .... 599,300 480,500 564,700 
Residual fuel .. 282,000 359,100 353,000 
Distillate fuel.. 19,700 5, 8,700 
Asphalt ..... 7,300 xnwes % 6,000 
ae 400 een eas 100 
Total ........ 908,700 844,600 932,500 
California: 
Crude oil .... 80,300 88,400 89,400 
ey 4 saannd 2,900 ibdwed 700 
83,200 88,400 90,100 


eee . 
Total U. 8. imports 991,900 933,000 1,022,600 

Exports Decrease—Exports of ma- 
jor principal petroleum products 
from the United States decreased 
18.3% to an average of 230,600 b/d 
during the four weeks ended April 
3 from the four-week period ended 
March 6. A summary of PAD’s 
weekly report follows: 


Change 


from 
Week Week 4 Weeks 4 Weeks 
Ended Ended Ended Ended 
Apr. 3 Mar. 27 Apr.3 Mar. 6 
(thousands of b/d) 





Avgas . 33.9 38.4 25.3 —17.4 
Mogas .. 14.9 16.7 31.8 — 5.7 
Kerosine . 25.4 29.0 25.7 +13.3 
Distillate . 99.5 90.7 99,4 — 6.2 
Residual 41.1 50.2 48.4 — 2.3 

Total . 214.8 225.0 230.6 —18.3 


Gasoline Consumption—The Amer- 
ican Petroleum Institute reported 
February gasoline consumption esti- 
mates for 33 states in the following 
table (in thousands of gallons): 


Feb. Feb. % 

1953 1952 Change 
Arizona 25,910 25,033 + 3.5 
Arkansas 31,871 32,271 — 1.2 
California 359,468 331,848 + 8.3 
Colorado 34,019 39,049 —12.9 
Connecticut 43,080 41,873 + 2.9 
Georgia ...... 71,296 71,060 + 0.3 
Idaho ...... 14,110 12,681 +11.3 
Illinois 173,113 171,732 + 0.8 
Indiana 104,759 107,215 — 2.3 
Iowa es 59,824 66,228 — 9.7 
Kansas ...... 62,083 61,781 + 05 
Kentucky ...... 49,012 48,953 + 0.1 
Louisiana 49,816 48,037 + 3.7 
Michigan 162,155 150,784 + 7.5 
Minnesota ... 59,518 62,097 — 4.2 
Montana ..... 13,811 14,337 — 3.7 
Nebraska -.. 981,436 33,090 — 5.0 
New Hampshire 10,105 9,207 + 9.8 
New Jersey ..... 112,926 116,209 — 28 
New Mexico 23,360 21,044 +11.0 
New York ...... 210,555 204,235 + 3.1 
North Carolina.. 88,861 80,110 +10.9 
North Dakota .. 12,018 11,257 + 6.8 
GRID ccncecessicr 175,998 +178,148 — 1.2 
Oklahoma ..... 59,287 58,4 + 1.5 
Pennsylvania ... 179,004 178,159 + 0.5 
Rhode Island .. 13,930 13,210 + 5.5 
South Carolina .. 42,815 48,009 —10.8 
ra 323,965 298,355 + 8.6 
Vermont... : 7,048 6,665 + 5.7 
Wachington .. 56,345 51,099 +10.3 
West Virginia .. 27,518 32,182 —14.5 
Wyoming ....... 7,986 9,337 —14.5 


Iraq Sets Record—Production of 
crude oil from the Iraq Petroleum 
Co.’s Kirkuk field reached a record 
of 1,870,144 tons (about 449,075 b/d) 
during March, 14,875 b/d more than 
the previous high set in October, 
1952. 

The Basrah Petroleum Co., operat- 
ing in the Zubair field, also topped its 
o:d record with a March flow of about 
60,800 b/d. 
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What 


are the advantages of 
buying gasoline additives 
from Du Pont? 


1. COMPLETE LINE—Du Pont is the 
only supplier manufacturing a 
complete line of gasoline addi- 
tives. 

2. EXPERIENCE — Du Pont has had 
longer experience than any other 
U. S. company in making TEL 
(30 years). It has been making 
dyes for over 30 years; antioxi- 
dants 20 years and Metal Deac- 
tivator for 14 years. 

3. QUALITY — Through the years 
Du Pont has set up quality con- 
trol methods that are probably 
unsurpassed. 

4. TECHNICAL SERVICE — To help re- 
finers get the best results in the 
use of additives, Du Pont main- 
tains five strategically located 
district laboratories. 

5. ECONOMY — In many cases, the 
Du Pont district laboratories have 
been able to help refiners sub- 
stantially reduce their cost of us- 
ing additives. 

6. CONVENIENCE — To assure fast, 
dependable deliveries, Du Pont 
maintains conveniently located 
warehouses, rail sidings and 
truck facilities throughout the 
country. 











Petroleum Laboratory Has 
New Information On 
Deposit Formation 


Until recently, there has been very lit- 
tle information on the reaction mecha- 
nisms which result in the accumulation 
of combustion chamber deposits—espe- 
cially deposits formed by fuels con- 
taining tetraethyl lead. 

Since nearly all modern automotive 
fuels contain tetraethyl lead, the 
Du Pont Petroleum Laboratory under- 
took a study of the sequence of chemi- 
cal reactions which occur in engine 
deposit formation. The study is part of 
a continuing series of investigations on 
the mechanisms causing combustion 
chamber deposits. 

Briefly, the study revealed the fol- 
lowing: 

1. The course of deposit forming 
chemical reactions is dependent 
on the temperature of the com- 
bustion chamber walls. 

2. Gaseous lead oxide, produced 
from the decomposition of tetra- 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 





How Loyal are Service Station 
Customers to Your Brand Name? 


Report No. 2 in Du Pont’s survey of consumer buying 
habits reveals interesting statistics on brand name 
recognition and loyalty to brand 


As an oil company executive, facts about your customers and potential cus- 
tomers are vitally important to you. They are the basis for sound advertising, 
sales promotion and marketing plans. The Du Pont survey of consumer gaso- 
line buying habits is designed to help give you the facts necessary to perfect 


such plans. 


vice STATION 
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THE DATA presented in these two pages of Report No. 2 show that a 
big majority of customers recognize the gasoline sold at a station by 
the name on the big identification sign erected in front of the station. 


The survey itself is based on many 
thousands of customer interviews and 
service station observations. As such, 
it is too voluminous for easy distribu- 
tion. It is, therefore, being broken 
down into a series of easy-to-digest re- 
ports in booklet form. The first of these 
reports—issued in March of this year— 








ethyl lead, does not undergo va- 
por state reactions—except when 
the gas layer near a clean com- 
bustion chamber surface is cool. 

3. Solid lead oxide which condenses 
has a short life as a deposit con- 
stituent. It is attacked by acid 
gases to form simple lead salts or 
reacts with the simple lead salts 
in solid state reactions to form 
complex lead oxysalts. 








covered service station selection and 
loyalty. 


WHAT'S IN A NAME? 


Report No. 2—“Brand Name Recogni- 
tion and Loyalty to Brand”—is now 
ready for distribution to oil company 
marketing groups. It contains a com- 
prehensive discussion of motorists’ loy- 
alty to certain brands and reasons for 
their loyalty. 

The tremendous sales power of your 
brand name is borne out by the survey. 
For example, the number of motorists 
loyal to a preferred brand is greater 
than the number loyal to a “usual” 
service station. And the degree of loy- 
alty in length of time and in quantities 
of gasoline purchased is also greater. 
What's more, two out of three people 
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Survey Report 


say they buy a preferred brand exclu- 
sively. 

These purchase habits are all docu- 
mented and graphically illustrated in 
easy-to-follow form in Report No. 2 on 
the survey. 


FACT OR BELIEF? 
During the customer interviews, how- 
ever, it was determined that many 
motorists base their choice of a gasoline 
brand—or prejudice against it—on be- 
lief rather than fact. 

No product is purchased without the 
buyer's belief that it will satisfy his 
needs. Because of this, motorists are 
inclined to answer questions about gas- 
oline brands in terms of brands that are 
acceptable to them. 

On the other hand, people * ‘believe, 
“think” or “have heard” that certain 
gasoline brands are of poor quality. In 
the survey 181 brand names and 3 
brand groups received some mention 
as “a brand I would not buy.” 

A thorough study of replies showed 
that the reasons for acceptance are 


These Findings are a Compilation of Severa 
Questions Dealing With Brand and Brand loya 
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A TYPICAL CHART from survey Report No. 
2. It shows that 77% of the motorists in the 
United States have a favorite brand and usu- 
ally buy it...66% buy one brand exclusively. 


based almost entirely on quality belief. 
And the reasons for quality belief are 
nearly always connected with car per- 
formance. But service, friendship and 

‘ station location were also mentioned 
frequently in addition to product qual- 
ity as reasons for the motorists’ pur- 
chase selection. 





Central District Manager 


Eart G. BENNETT, manager of the 
Du Pont Petroleum Chemicals Divi- 
sion central district, joined the Du Pont 
Company in 1931. 

He was first assigned to the Grasselli 
Chemicals Department's Grasselli, New 
Jersey plant. He was later transferred 
to the Alcohol Division of the Organic 
Chemicals Department in Wilmington. 
There he did both technical work at 
the Jackson Laboratory and sales de- 
velopment work in connection with 
Du Pont’s gasoline and lubricating oil 
additives. 

In 1936, Mr. Bennett was assigned 
to special work with the Standard Oil 
Company of Indiana and The Pure Oil 
Company in Chicago on gasoline sta- 
bility studies. 

In 1939, he was transferred to Chi- 
cago in charge of sales in the western 
area for the Alcohol Division, which 
then included Du Pont’s petroleum 
chemicals and dyestuff intermediates. 
He returned to Wilmington in 1943. In 
1947, he was appointed Central Dis- 
trict Manager, Petroleum Chemicals 
Division, in Chicago. 





EARL G. BENNETT 


He was graduated from Clarkson 
College of Technology in 1931 with a 
B.S. in chemical engineering. He is a 
member of the American Chemical 
Society, the Society of Automotive 
Engineers and the American Petroleum 
Institute. 








BRAND NAME VS. GRADE NAME 


An analysis of consumer buying habits 
also shows that there is little recogni- 
tion by the motorist of gasoline “grade” 
names carried on service station pumps. 
In fact, motorists nearly always name 
gasolines according to the names car- 
ried on the big station brand identifica- 
tion signs. And the grade name is not 
a sales factor until fie the decision to 
buy a certain brand is made. 

The above are highlights of Report 
No. 2. More detailed information on 
grade choice will appear in Report No. 
3, which is scheduled for publication 
sometime this summer. 

Findings contained in these reports 
are Saned on 3,100 household inter- 
views supplemented by 21,000 obser- 
vations at 1,193 service stations. 

National in scope, the survey is rep- 
resentative of gasoline buying patterns 
and trends throughout the country. We 
believe it is the most comprehensive 
market survey ever undertaken by any 
segment of the petroleum industry. 


Petroleum Chemicals 
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E. 1. DU PONT DE NEMOURS & COMPANY [INC.) 


Petroleum Chemicals Division ®@ Wilmington 98, Delaware Offices: 


New York, N. Y. 
District } Chicago, III. 
_— Tulsa, Okla. 
Houston, Texas 


Los Angeles, Calif. 








LITERATURE AVAILABLE 


Here is a partial listing of the bulletins, 
reports, booklets and aids available to 
you through any Du Pont Petroleum 
Chemicals Division district office: 

The Service Station and the Motorist — 
Report No. 1. An authoritative study 
of the four major gasoline marketing 
areas showing why motorists select 
certain service stations . . . and re- 
main loyal to them. . Serial A-5396 

ea ee Fuel Oil Additive No. 2 — A 12- 

e bulletin ae this ashless 
‘abilizer and dispersant that pre- 
cane clogging of fuel oil screens 
Serial A-5201 
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Better Things for Better Living 
. through Chemistry 




















Wilmington, Del. 
Chicago, III. 
Tulsa, Okla. 
Houston, Texas 
El Monte, Calif. 


District 
Laboratories: 


IN CANADA: Canodian Industries Limited — Toronto, Ontario — Montreal, Quebec — Calgery, Alberta 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company {inc.) 
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... new the every U2 sccoudsl 


40 tires a minute, 58,000 every day, 21 million 
a year! That’s tire volume through service 
stations! 

More replacement tires are sold through the 
nation’s 200,000 service stations than through 
any other sales outlet. 

Whose tires are being sold in such volume? 
YOURS? Your batteries, your accessories? 

Are you getting your share of this service 
station TBA* business? Know how to get it, 
where to start, who has to be sold? 

There’s a particularly effective method of 
soliciting this business ... an inside track to the 


men who decide what TBA items shall be sold. 

You can reach the decision-makers in oil 
jobber organizations and major oil companies 
through National Petroleum News. These men 
read NPN to get latest marketing and merchan- 
dising news every week; renew their paid sub- 
scriptions at the rate of 84.5% each year. Your 
direct approach is through the pages of National 
Petroleum News! 

To announce, introduce or promote TBA 
products, your first logical advertising step is a 
program in National Petroleum News: . . the 
oilman’s magazine for 44 years! 


*TBA is the oil industry's designation for Tires, Batteries and Accessories AND NPN sells TBA! 
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BECAUSE 


More and more — dealers every- 


where check the filter when they 
change the oil! 


BECAUSE 


More and more— oil companies 
everywhere push Purolator’s 
powerful filter selling program! 


"PUROLATOR TODAY... 


What does this mean to marketers, jobbers, dealers? 
How can the way Purolators sell affect your business? 
Here’s the answer in three short paragraphs! 





Selling costs are lower, profits 
reater! More dealers are sold on 
lator* Micronic Oil Filters! 
More motorists are pre-sold by 
powerful Purolator advertising— 
come in and buy! 





Turnover is faster! More motor- 
ists get more new refills a year.This 
keeps profits up, inventories down 
—helps make Purolators the “‘fastest 
mover in TBA!’ 








PUROLATOR PRODUCTS, INC., Rahway, New Jersey and Toronto, Ontario, Canada 














And oil sales grow—and grow! 

Every time a new Purolator 

Micronic* refill goes in, an extra J 

quart of oil goes in with it. This ups J} 

=| oil sales—gives the dealer an extra 
profit with every refill sale! 


What does this mean in dollars and cents to you? 
You’d like to know? Good! Purolator would like to 
talk to every oil jobber—and dealer . . . would like to 
see you now before the spring change-over season is 
over. Write, wire or phone for details! ? 

J 








REMEMBER ... PUROLATOR IS NO. 1... and for good reasons! 


No | Because it’s the first—the No | Because it’s first in original 


original—oil filter! 


——< 
equipment installations! SS 
No. |  secause it’s first indesigns No. | fising! wuiaiagen Ne ~ 
No. i reer first in con- No. | Because it’s first in sales! QE <2 
Du lator Worlds finest 

OU FILTrTer 


*Reg. U.S. Pat. Off. 

















Creatively engineered 
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GLOBE-UNION BATTERIES; specified by many 
leading original equipment manufacturers, 
Globe-Union-built batteries are mass merchan- 
dised under the name GLOBE SPINNING 
POWER and many private brands, They are 
available in a variety of basic sizes and types 
with special designs to meet special needs, 


GLoBE-UNION INC. 


ee ee ee WISCONSIN 


; Atlanta, Go. Boston, . ©Cincinnati, io 
Low freight costs, quick service: 13 Globe-Union Battery Dalicr, Texas, ‘ Emporio, Kamat ‘* “Hewnas om 
. » Te os ngeles, . © em » 
plants are strategically located near your mass markets. Tenn. © Mineral Ridge, Ohic ® Oregon Gy, Ore. 


® Philadelphia, Pa. © Reidsville, N. C. 


IF IT'S PETROLEUM POWERED, THERE'S A GLOBE-BUILT BATTERY — RIGHT, FROM THE START! 
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step up your Daily Efficiency 








-«- a Trailmobile Tank is 
equipped to do your hauling in 
less time, with less cost! 


Speed your daily operations... reduce your operat- 
ing costs with a tank that is designed to do your 
particular job best! Trailmobile “custom” fitting 
of the tank to the job results in lower operating 
costs, bigger operating profits—no matter what 
you haul. 

Trailmobile Tanks also give you the guarantee 
you never want to collect! The only one year guarantee 
of its kind .. . it pays you $50 a day for every day 
a new Trailmobile Tank is out of service due to 
shell leakage. These tanks are built to require less 
“time out” expense. Get all the facts about these 
quality tank trailers by writing on your company 
letterhead today. 


The Tone 


;# TRAILMOBILE 
TRAILMOBILE inc. 


CINCINNATI 9, OHIO BERKELEY 10, CALIFORNIA 
Friendly Sales and Service from Coast to Coast 
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PETROLEUM 
SUIENGE 


is prominent 
in this picture 
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Surfaces like mirrors and dimensions of 
an amazing uniformity (within a few mil- 
lionths of an inch!) are the requirements 
that must be met by every one of these 
jewel-like steel balls designed for use as 
anti-friction bearings. 

Petroleum science’s part in making such 
things possible is to provide the special 
oils for grinding and lapping . . . quenching 
oils to harden . . . rust preventives to pro- 
tect their polished surfaces . . . lubricants 
to maintain accuracy of the equipment 
which makes them. 
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And, when these bearings are placed in 
service, petroleum science furnishes the 


correct lubricating oils and greases to in- 


sure trouble-free performance and long life. 
Here, then, is another example of how 

the oil industry works with other busi- 

nesses toward the solution of industrial 

problems. Such cooperation benefits not 

only our industry but the 

public as well. 

Gulf is glad to be a part of 

an effort which is good busi- 

ness for everybody. 


Gulf Oil Corporation - Gulf Refining Company - General Offices, Pittsburgh, Pa. 
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WS, chassis pumps 


ARODU-ALL =f } DU-ALL CONTROL HANDLE .. . has pressure-boosting 


Model 60962 


CONTROL 


HANDLE feature for hard-to-crack fittings . . . also gives added 


power to low-ratio chassis pumps. One pull of trigger 
passes grease at line pressure for normal lubrication. For 
tough fittings, squeeze trigger several times to build up 
pressure—max. 12,000 lbs. For all makes of air-oper- 
ated chassis pumps. 


ADAPTO CONTROL HANDLE ...a specially designed 


low-cost replacement unit for all makes of air-operated 

high-pressure pumps. Light weight—yet strong enough 

to pass grease at highest line pressure. Hand-grip trigger 
Model 60961 | . . . easy operation. Both models service all standard 
ARO ADAPTOR © makes of hydraulic fittings. 


CONTROL ioe SELF-SERVICE ADVANTAGES .. . with fewer working 


HANDLE parts and unique simple design valves can be easily 
cleaned or reconditioned by user. 
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IT’S Heil lightweight design that permits extra gallons in the tank .. . and 
puts extra profit in your pocket. Heil’s new-style 6000-gallon lightweight 
transport weighs half a ton /ess than the previous 5750-gallon unit. It 
hauls 250 gallons more per trip. So on a one-trip-a-day schedule, in a 
year’s time you can haul 100,000 bonus gallons . . . those are the extra- 
profit gallons you need in your highly competitive business. 

Heil bonus-payload transports are weight-engineered to meet road law 
limitations. They’re designed for even greater structural strength than 
former Heil models, which already Jed the field in stamina. Static and 
dynamic strain gauge tests prove this new Heil design has stress levels 
indicating amazing endurance. On the basis of long service life and free- 
dom from maintenance, as well as greater payload on every trip, Heil 

construction pays off when you balance profit against long term 
investment. 
Get the full story on a// the lightweight, rugged construc- 
tion features of Heil petroleum transports. Write today 
for details. 











LEADERSHIP 


FIFTY-TWO 


1. Vaporproof rigid metal wiring con- 
duit and air lines lead from junction 
box (4) along inside of catwalk flash- 
ing and down through large diameter 
drain tubes to vaporproof light boxes. 
With air and electric lines at the top 
of the tank rather than underneath, 
they cannot be fouled or damaged by 
mud, snow, ice or road gravel. 


2. Heil triple-dished heads, strongest 
ever developed, have three deep- 
dished contours separated by integral- 
ly formed straight-edge surfaces to 
which closed box-section reinforcing 
channels are welded. Heads are dished 


TANK 


FOR 


YEARS 











and flanged in one operation by a 
Heil-built hydraulic press to assure 
precise uniformity. 


3. Manrtiole covers are lightweight, 
non-breakable pressed stee!, equipped 
with 10-inch hinged filler caps, vents, 
and all necessary safety features plus 
a highly desirable self-locking latch. 
Cover is attached to manhole ring with 
non-sparking brass wing nuts. 


4. Combination junction and fuse box 
conveniently located at top of front 
head, eliminates possibility of fouling 
lines. 


5. Smooth outer shell with no unsight- 
ly tie bands. Uniformity in die-pressed 
heads assures perfect fit and a straight, 
true, lead-free tank. 


6. Large, fast-flow manifold is the 
common-header type. All piping is 
rugged thin wall steel tubing with wide 
radius bends for unrestricted flow. 


7. Emergency valves in each compart- 
ment meet all 1.C.C. requirements. 
Individual cable controls are front and 
side of tank. Fusible plugs in top of 
tank are located directly over emer- 
gency valves. 








rue HEIL co. 


3037 WEST MONTANA STREET 
MILWAUKEE 1, WISCONSIN 


DEPT. 3723 


FACTORIES: MILWAUKEE, WIS. — HILLSIDE, N. J. 
Sales Offices: New York, Hillside, Washington, D. C., Atlanta, Cleveland, 
Milwavkee, Detroit, Chicago, Kansas City, Denver, Dallas, Los Angeles, 
Seattle; Ric de Janeiro, Brazil, 
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There’s no customer confusion. 
The nozzle you see serves the single dial 
NEXT TO IT in full view of the customer. 


The low, compactly designed 
Bowser Siamese Rol-Way improves sta- 
tion appearance, boosts* business. 


@ DOUBT-PROOF 
SINGLE DIALS 


@ PREVENTS ALL 
CONFUSION 


Occupies slightly more ca THE ORIGINAL 


space than single-hose 


pedestal, using same SIAMESE PUMP 


suction and conduit. 
@ EQUIPPED WITH 
XACTO METERS 


The first thousand proved this—wherever Bowser Siamese Rol-Ways are in use, 
gallonage has increased, traffic patterns improved, rush-hours freed of congestion. Investigate! 


THERE IS A SIAMESE INSTALLATION NEAR YOU - - - ASK YOUR BOWSER MAN 
BOWSER, INC. e¢ 1301 CREIGHTON AVE. e FORT WAYNE 2, INDIANA 
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NE W, EXCLUSIVE FEATURES 
in Philadelphia Valve’s 


NEW LIGHTWEIGHT MANIFOLD 


Never before manifold valves with so many 
desirable features! 

They are made of welded steel tubing with 
bronze bonnets and stems, aluminum disc 
holders and oilproof composition discs. The 
shell is just 4" thick, which means an im- 
portant weight saving. There are reinforcing 
stay rods between valves. 


Easy to convert to swing check valves 


No longer do you need to buy a new disc and 
disc holder to convert from rigid to swing 
check valves. You simply add a hinge arm 
and a nut. U.S. Patent No. 2,573,263 covers 
the hinge assembly, which snaps and locks Selective type 
positively into lugs inside the valve. It cannot 
open accidentally! 





Easy to convert to selective control manifold 
You can do it without welding any attach- 
ments to the shell! Just bolt the selector bar 


to the bonnets of the valves, and the job is 
complete. 


Made to fit any tank truck 


These superior valves meet all state require- ‘ . ; 
ments. They can be furnished with or without Split manifold with gate valve 
swing checks, and with either flanged outlets 
or outlets grooved for any standard flexible 
coupling, including Philadelphia Valve Flexi- 
You'll want your files to contain complete , ; , 
information about these new valves. Write 5415 Aramingo Avenue, Philadelphia 34, Pa. 
for it today. 





Pacific Coast Distributors: 


Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, Calif. 
Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, Calif. 
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and Last 
First; Name in Hose Reels 


HANNAY 


HANNAY has a hose reel for every purpose, 
for every business or industry employing hose. 
In the petroleum and chemical industries, in 
aviation, and among the nation’s leading 
manufacturers of fire fighting equipment, the 
name HANNAY is synonymous with “best”. 
Stationary and mobile types, hand or motor 
operated. Also special reels for special jobs 
such as cable reels for portable X-ray and 
lighting installations. 

When good hose reels are needed, star.dard 


or special purpose, put your problems up 
to Hannay. 


New EXPLOSION-PROOF Model 


Developed to overcome dangers previously 
associated with electrical rewinds. Sealed, 
Underwriters-approved motor protected 
against fog, foam, water and fumes. Safe, 
controlled rewind speed. Acclaimed by users, 
“the safest, most efficient Hose Reel ever built!” 





Hope To See You at BOOTH 11 
California Bidg., Tulsa 


Leak for this. aT YS 


HOSE REELS 
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ENTIRELY NEW 


THROUGH AND THROUGH 


USE CANNED Oll 
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THE NEW AND IMPROVED iF et ee 
OIL DISPLAY-SERVICE CABINET jF 7 7 7 | 


ae Cabinets are a sig cure for 
alling oil ratios and now the new 1953 “ — —_ - 
models have more time and space saving — EP a 
features than ever before. B 
Two Models to Choose From. The new a a aoe a ae | oF 
Lowboy Model 56 and the DeLuxe Model : os 

72. Both have the same new features. 


—_ 
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Removable Section of display lifts out for 
access to waste can receptacle. No side z = = = ? 
room needed. A 22 in. frontage is enough. eS FF 





Seloil Lowboy Model 56 Seloil Deluxe Mode! 72 
$78.00 F.0.B. Greensboro $86.00 F.0.B. Greensboro 


Prices slightly higher on West Coast 


Stainless Steel Sliding Door to dispose of 

empty cans and for access to can cutter. 

Door slides freely; stays in any position. You'll sell more oil with Seloil . .. The Modern Oil 
Display-Service Cabinet. The permanent display 
reminds customers and attendants to check oil. 
The time saving and convenience features encour- 
age attendants to sell oil . .. Make sure you cash 
in on greater motor oil profits this year by order- 
ing your Seloil Cabinet today. 


Smaller, More Rigid Covers are quickly 
put in place to enclose display. They senp ORDERS OF 
eliminate taking stock in at night. 


S 


Centrally Located Lock controls all cabi- 
net openings, including the sliding door 
and night time locking covers. 


INQUIRIES TO: 
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If you like the sweet music of coins dropping 
into your cash drawer... 


If “‘fill ’er up” appeals to you when you’ve got 
your cash register on your mind oul 








Then the three merchandising suggestions oppo- 
site will help you make more money by increas- 
ing traffic at your service station and by 
increasing add-on sales of everything you carry. 


We know what we’re talking about. You see, 
we checked what service station customers do— 
15,597 of them. 


And we found that next to gasoline, Coca-Cola 
is the most popular item the service station 
carries. 


Also, we found that 82 per cent of the motorists 
who bought Coke got out of their cars. And 
those are the people who buy oil, tires, batteries 
and accessories. 


So, you can’t miss if you put Coca-Cola to work 
to bring people in and increase your add-on 
volume. I’ll be glad to help in every way I can. 





COKE” IS A REGISTERED TRADE-MARK 
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Sell Coca-Cola by the case 
and by the carton to your customers 
for their enjoyment at home. 


These 3 simple steps 


will help you 
increase TRAFFIC 


and ADD-ON SALES 


Put a red cooler for Coca-Cola 
out front where it will invite 
passing motorists to stop. 











Use Coca-Cola point-of-sale 
advertising to turn thirst 
into sales and profit. 





MAY 6, 1953 











COPYRIGHT 1953, THE COCA-COLA COMPANY 











Have you checked Prest-0-Lite? 

This nationally advertised line 

offers a complete profit-packed 

program designed to meet your 
TBA requirements. 


PREST-O-LITE BATTERY COMPANY, INC., TOLEDO 1, OHIO 
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FEE On the Fttiin’ 
with Plastéi-Seam 


% Crown's latest contribution to the better packaging of Quart Motor Oil. 
Provides improved, more attractive packaging because you don't see the seam! 





Lithography 


ovarecus se, PLASTI-SEAM 


does away with rusting 


seams, even in permanent 
outdoor displays. 


PLASTI-SEAM by Crown is available on “Quart” containers. The 

customary soldered side seam gives way to a special new plasti- 

cized seam which has been proved by commercial packing and 

shipping to be of exceptional strength and dependability. PLASTI- 

SEAM presents these added advantages: (1) Label lithography com- 

pletely surrounds the can as if there were no seam at all; (2) Because 

the seam is unexposed, it does not rust. Let us acquaint you with 

PLASTI-SEAM at your earliest convenience. At the same time, learn 

about Crown’s “Instant Impact” Package Design Service, and the 
advantages of palletized ends. 


One of America’s Largest Can Manufacturers ROW ( INN) 


PHILADELPHIA 
Division of 


CROWN CORK & Seal COMPANY 


PHILADELPHIA, CHICAGO, ORLANDO, BALTIMORE, NEW YORK, BOSTON, ST. LOUIS 
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Workhorse of the Oil Industry 
CRANE 150-POUND STEEL GATE VALVES 


In every industry there’s one outstanding valve 
that bears the brunt of service. In petroleum, it’s 
the 150-pound cast steel wedge gate. As a pioneer 
in its development, Crane is proud to have helped 
set the high quality standards of modern steel 
valve design. 

Take Crane Exelloy—“X” trim—for example. 

“In the early days of oil refining, many metals and 
metal combinations were tried for seating surfaces 
and found wanting. Crane Exelloy, adopted more 
than 25 years ago, set a new record of usefulness 
and satisfaction. So remarkable was its perform- 
ance that this class of material (roughly designated 
as 11% to 13 per cent chrome) became the recog- 
nized staple valve trim in the petroleum industry. 

And yet, Crane still manages to come up with 
“X” trim of superior quality. It’s done with bars 
and billets that meet the most rigid specifications, 
and with manufacturing techniques that develop 
the best characteristics of material for each com- 
ponent part. 

It’s you, the Thrifty Valve Buyer, who benefits 
from Crane Co.’s steady pioneering in better valve 
design. You get bigger value through longer-last- 
ing service and lower maintenance cost. And you 
get it in every Crane valve. 








Crane 150-Pound Cast Steel Gate Valves 
are available in a complete range of sizes 
with screwed, flanged, or welding ends. 
Check your Crane Catalog—or ask your 
Crane Representative for full information. 





CRANE VALVES 


CRANE CO., General Offices: 836 S. Michigan Ave., Chicago 5, Illinois 
Branches and Wholesalers Serving All Industrial Areas 


VALVES + FITTINGS © PIPE © PLUMBING + HEATING 
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New FRAM Coast-to-Coast 
TV Show B 
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Backed up with— 


Powerful National Advertising 
in the Saturday Evening Post and 
a long list of publications read by 
men... who buy most oil and 
filter cartridges! 


Giant Highway Billboards 

on leading U.S. highways coast- 
to-coast, telling millions of motor- 
ists the Fram story! 


Regional Newspaper Advertising 
—to pinpoint oil and cartridge 
sales in areas not covered by the 
Fram TV Show. 


Red-hot Dealer Aids 

—Window streamers and decals 
promoting the TV Show. Eye- 
catching lapel buttons. Big sup- 
ply of Vacationland Booklets to 
give to customers. Plus many 
other sales aids. ~ 


New Dealer Publication 

—Every Fram Franchised Dealer 
gets free subscription to HOODS 
UP, the amusing and instructive 
booklet built around the antics of 
Earl Philter and the gang that 
hangs around his service station. 





~ Canada Ltd., Stratford, Ontario, 
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Famous Television Personality, 
is Star of the new FRAM Show, 
"“VACATIONLAND AMERICA” 


H ERE’S BIG NEWS for oil marketing men! Fram’s 
new network television show, the first to be sponsored by 
any filter manufacturer, is designed to promote travel and 
boost gasoline, oil lubrication and TBA sales for you! 


John Cameron Swayze and his family take their viewers 
on weekly motoring trips to many different vacation 
spots throughout North America. Commercials urge the 
8 out of 10 vacationists who travel by car to check their 
oil and filter cartridges regularly throughout the year. And 
Swayze sends motorists to Fram dealers everywhere for 
his handy booklets on vacation trips. 


It’s just another example of the intensive national ad- 
vertising that has made Fram the best known of all filters! 
Make sure your stations are fully stocked with Fram Fil- 
ters to take advantage of the big oil and cartridge sales 
that are coming your way! Get the details of our attrac- 
tive TBA proposition now! Write, wire or phone Fram 
CORPORATION, Providence 16, R. I. In Canada: Fram 


Te a ee 





No need for a Spiel! Get ‘em behind the wheel! 


LET THE ARMSTRONG 
“HUSH RIDE” PROVE IT 
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Hugs the road for dear life! Exclusive 
Armstrong Interlocking Tread 
gtips in a// directions—holds 
“straight along the lifeline.” 





Side-skids like this—major causes of 
accidents. Armstrong's 2,600 extra 
gtipping edges hold you safe 
Sealer » Foe. a side-skids. 





SELL "EM WITH SILENCE! 
DEMONSTRATE ARMSTRONG'S 
DRAMATIC “HUSH RIDE”! 















@ Take them on Armstrong's dramatic, revealing “Hush Ride” 
—the convincing way to demonstrate the 4 great new 

Armstrong features found in no other tire. (1) World’s first 
Interlocking safety tread. 2,600 extra gripping edges hold 
forward, backward and sideways. (2) World’s first Uni-Cushion 
Contour. More rubber on the road eliminates uneven wear, bumpy 
tides. (3) World’s first Intra-Tread Bumpers muffle squeal. 

(4) World's first Silent Traction Design cancels out noise, hum. 


UNCONDITIONALLY 
GUARANTEED 
h FOR 3 FULL YEARS— 


against all road» haz- 
ards wéfh no limit on 
mileagé. Unservice- 
able tire will be re- 
placed by compar- 
able new tire with 
full credit for period 
h of guarantee not 


} realized. 
THE MIRACLE-RIDE ee 


Armstrong Rubber Co., West Haven 16, Conn.; Norwalk, Conn.; Natchez, Miss.; Des Moines, lowa; 601 Second St, San Francisco, Calif. Export: 20 East 50th St, N.Y. 22. 
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API Marketing Aids Gain Momentum at Dallas 


American Petroleum Institute this week threw the weight of its 
know-how and finances behind plans for helping oil marketers do a 


better job. 


Meeting in Dallas May 4-5, the API Marketing Division flashed a 
green light for several projects that promise real help to marketers. The 


Division: 


Approved a complete accounting manual for distributors. 
Voted money to help train service station dealers—with 


stress on lube selling. 


The API marketers also made two other important decisions. 


They approved new oil-change recommendations (after 


letter ballot). 


They ruled out an API study of percentage margins. 


And the meeting heard speakers warn that: 


Jobber-supplier co-operation is a “must” in solving prob- 


lems within the industry. 


The oil industry urgently needs to keep working for public 


good will. 


* 


By NPN Staff Writers 


The best news for oil marketers 
coming out of the API Marketing 
Division’s meeting was that account- 
ing and sales materials are on the 
way to help them operate more ef- 
ficiently. The Division’s General 
Committee acted to aid both jobbers 
and dealers. The committee: 


1. Approved “A Comprehensive 
System of Accounting for Distribu- 
tors and Jobbers of Petroleum Prod- 
ucts.” This is a 70-page manual 
(complete with various accounting 
forms) that jobbers can use in pin- 
ning down profits and costs of do- 
ing business, The manual was pre- 
pared by the Financial and Account- 
ing Committee, which will work with 
the Personnel Training Committee in 
preparing a simplified version for 
small distributors. 


2. Authorized its Personnel Train- 
ing Committee, under E. J. Me- 
Clanahan, California Standard vice 
president, to spend $2,500 on revision 
of a U. S. Department of Commerce 
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handbook, “Establishing and Operat- 
ing a Service Station.” 


Emphasis in the revised booklet 
will be on operations phases of sta- 
tion business, stressing the “how to 
do it” angles of good housekeeping, 
merchandising and so on. 


3. Voted $3,000 to the same com- 
mittee for the writing of a series 
of three small pamphlets designed to 
educate dealers and attendants, pri- 
marily, to the whys and wherefores of 
frequent crankcase drains. Some part 
of the material, when printed, will 
be in a form convenient for distribu- 
tion also to the motoring public. 


The first of the three pamphlets 
will explain the function of motor 
oil. The second will tell what hap- 
pens to that oil in an automobile 
engine, while the third will be written 
around the question “why change mo- 
tor oil and when?” 

Pamphlets will treat the subject of 
chassis lubrication only incidentally, 
Mr. McClanahan said, explaining the 
committee expects to go into that 


phase of the lube business more fully 
as a separate “high priority” pro- 
ject in 1954. 


4. Gave Mr. McClanahan’s group 
another $3,000 to finance educator 
participation in four sectional meet- 
ings to explore need for and use that 
would be made in state school sys- 
tems of vocational material API 
would prepare on oil marketing. 


When to Change Oil 


The oil industry now has a new set 
of oil change recommendations for 
passenger cars. Final approval of re- 
vised recommendations came by let- 
ter ballot of the API Marketing Di- 
vision, and was announced at the Dal- 
las meeting. 

The new schedule 
these drain periods: 

1,000 Miles — City and suburban 
driving. This is the ordinary use of 
a family car or light truck driven on 
short run, start-and-stop service on 
paved roads under moderate air tem- 
peratures. It also includes some dis- 
tance travel at normal speeds. 


In such service, crankcases of av- 
erage capacity should be drained ap- 
proximately every 1,000 miles. At 
least two-thirds of passenger car 
driving is under these conditions. 


500 Miles or Not Over 60 Days— 
Dusty or cold weather driving. Op- 
eration in freezing weather, especial- 
ly start-and-stop driving with much 
engine idling, is one form of severe 
service. The hours the engine op- 
erates rather than mileage is the im- 
portant factor affecting oil contam- 
ination. Crankcases should be drained 
every 60 days or 500 miles of travel. 
In extreme cases, more frequent 
draining may be necessary. 


Steady driving over dusty roads is 
another adverse condition. Drain at 
500 miles or sooner, depending upon 
the severity of dust. 


Up to 2,009 Miles—Open highway 
driving. The most favorable driving 
condition is open highway, intercity 
travel on paved roads with little en- 
gine idling. The engine operates at 
efficient temperatures with good fuel 
combustion. With high quality oils, 
there is littie oxidation and deposit 
formation. Design details, such as 


recommends 
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large crankcase capacities, are also 
favorable factors. Under these con- 
ditions crankcase oil may be drained 
at intervals not to exceed 2,000 miles. 

The new recommendations were 
proposed at the Detroit meeting of 
the API Lubrication Committee last 
February. Text of the recommenda- 
tions was published in NPN, Feb. 25, 
p. 31. 


Percentage Margin Veto 


Jobbers ran into a stone wall of 
opposition when they proposed set- 
ting up a committee to make a “his- 
torical” study of percentage margins. 
Such a study, was officially rejected at 
the API Jobber 
Advisory Sub- 
committee meet- 
ing — but only 


after an argu- 
ment. 
The _ request 


was made by Roy 
J. Thompson, 
Chicago, chair- 
man of National 
Oil Jobbers Coun- 
cil. He contended 
the project would 
be legal, if con- 
fined to a look at the past history 
of percentage margins. And he was 
supported by other subcommittee job- 
ber members, including John Harper, 
of New York, and John F. Cummins, 
of Nashville, Tenn. 


But Chairman James E. Dyer, of 
Sinclair, ruled the proposal out of 
order. He said it violated the sub- 
committee’s charter, which bans any 
discussion of margins or prices. Wal- 
ter Hochuli, of The Texas Co., added 
that an analysis of the past history 
of percentage margins “would be 
done for only one purpose—future ac- 
tion”—and would thus be prohibited 
by the charter. 


‘Consult Supplier Month’—<Also at 
the Jobber Advisory Subcommittee 
meeting, C. H. Arnold of Fargo, N. 
Dak., raised the question of what 
supplying companies thought of “Con- 
sult Your Supplier Month” sponsored 
last February by NOJC. He said 
jobbers would welcome advice from 
suppiiers as to what further they 
could do to promote better relations 
between the two segments. 


Supplier representatives replied 
that although it was “an excellent 
idea,” they questioned whether the 
program was a success because very 
few jobbers came in to talk with 
suppliers. 

They commented that if a company 
depends on jobbers for a large share 
of its distribution and observes sound 
business practices, it will be in con- 
stant touch with its jobbers and 
therefore needs no special observ- 
ance, 
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One supplier representative de- 
scribed “Consult Your Supplier 
Month” as “much ado about noth- 
ing.” Another said it was “a good 
idea, but not a whole lot was accom- 
plished.” 

Mr. Arnold defended the project 
on the ground it helped supplying 
companies by impressing on jobbers 
the fact their suppliers always were 
willing to discuss mutual problems. 
John Harper commented that some 
suppliers, including Atlantic Refining 
Co. used the month for holding “very 
successful” meetings with jobbers. 


Helping the Jobber—The subcom- 
mittee also approved two new proj- 
ects: 

1. A special education committee 
will be named to promote manage- 
ment institutes for jobbers in univer- 
sities and schools. 

2. An effort will be made to com- 
pile a directory of all the nation’s 
jobbers as means of furnishing them 
with information compiled by the ad- 
visory group. 


Jobber-Supplier Teamwork 


Long-range planning in relations 
between the oil supplier and the job- 
ber was urged by Roy J. Thompson, 
chairman. of the National Oil Jobbers 
Council, in a speech at the marketing 
meeting. 

“In a certain respect,” Mr. Thomp- 
son said, “a jobber representation 

’ should be just as 
much a part of 
the supply- 
ing company as 
its own market- 
ing division. Ac- 
tive jobber par- 
ticipation should 
be sought in their 
marketing plans 
and in the excu- 
tion of them.” 

“Any organiza- 
tion—be it sup- 
plier, jobber or 
distributor, who is actually interested 
in good industry relationships with 
his customers—should first begin by 
recognizing the fact that any rela- 
tionship worthy of the name is a two- 
way proposition ... Many successful 
organization policies can be formed 
by utilizing what the demands and 
needs of the customers are and many 
mutual advantages will result inso- 
far as these policies will be prac- 
ticed.” 

In outlining the work of the NOJC 
in the last decade Mr. Thompson cited 
“Consult-Your-Supplier Month” as a 
result of jobber efforts to make their 
grievances known to their suppliers 
and to learn more about suppliers’ 
problems. 

Consult-Your-Supplier Month, Mr. 
Thompson said, “brought to the at- 
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tention of the industry at large and 


necessity for a revaluation and a re- 
kindling of the interdependence of 
the jobber and his supplier.” 


Hits Government Interference — 
NOJC’s stand against government in- 
tervention in industry problems un- 
derlined Mr. Thompson's plea for re- 
sistance to the threat of legislative 
restriction. Mr. Thompson told his 
audience, “The National Oil Jobbers 
Council has never sanctioned nor in- 
troduced a piece of federal] regula- 
tory legislation affecting the industry 
and will never adversely do so. 


“In the past few years we have 
heard from the mouths of speakers 
for supplying companies, words to 
this effect: ‘If you have any industry 
grievances, let’s try to settle them 
within the industry—don’t go to 
Washington.’ 

“We jobbers believe in that.” 


Mr. Thompson pointed out that the 
NOJC passed a resolution at its meet- 
ing in Montgomery, Ala., urging the 
defeat of the Simpson Bill to restrict 
imports of crude and residual oil be- 
cause “all of these bills constitute 
legislation to regulate the oil indus- 
try to the Lord knows what end.” 


Winning the Public 


“The oil industry has a tremen- 
dous stake in creating and keeping 
favorable public opinion .. .” L, F. 
McCollum, president of Continental 
Oil Co. told the meeting. 

Speaking on the 
subject, “Public 
Relations Begins 
at Home,” Mr. 
McCollum said 
that in the fore- 
seeable future 
salesmanship is 
going to be of 
prime importance 
as the “fat” mar- 
ket disappears 
and competition 
sharpens. 

For this reason, 
he said, the entire oil industry, from 
the presidents to the service station 
dealers will have to work hard to gain 
the public’s friendship. 

Mr. McCollum paid tribute to the 
OIC and the NOJC for their work 
in helping to bring the oil industry 
before the public and to create co- 
operation within the industry itself. 


He applauded ‘Consult-Your-Sup- 
plier” month as a “constructive job” 
and one which allows the jobber and 
supplier to review their relationships 
and responsibilities. Through such 
programs, Mr. McCollum said, the en- 
tire marketing segment of the in- 
dustry is helped. 

He pointed out that the big ques- 
tion is what the public will think 
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about the oil industry if times become 
leaner. 

“From here,” Mr. McCollum said, 
“it looks as of our big job is to 
educate people so thoroughly about 
our industry and what it contributes 
to their daily living that they are 
‘with us’ come fair weather or foul. 

“That’s a job we all ought to be 
up to our necks in doing right now, 
when the weather is fair. It’s not 
a job which has to be approached 
with timidity or pussy-footing—as 
far as I know, the oil industry has 
nothing to hide or nothing of which 
to be ashamed. We definitely do not 
need to be on the defensive.” 

He pointed out that the public 
forms its opinion of the industry from 
personal contact with the service sta- 
tion dealer, the tank wagon driver 
and the fuel oil salesmen. 


Calling these marketers “real” to 
the public, McColium said, “Quite 
frankly, I believe that if everyone 
associated with the oi] business con- 
tributed as much to winning public 
favor as do the marketers who are 
in direct contact with our customers, 
we would have mighty little reason 
to furrow our brows over our indus- 
try’s public relations.” 


Station Committee Formed 


The API Service Station Advisory 
Committee has been approved unani- 
mously by letter ballot, R, M. Bart- 
lett, API marketing vice president 
said last week. Therefore, it had full 


Mr. Bartlett Mr. Hardwick 


status as a member of the API fami- 
ly as it met in Dallas for the first 
time this week. 

The API has named Charles Z. 
Hardwick, Ohio Oil vice president, as 
chairman of the new committee. 

Other members are: 

Dwight F. Benton, Indiana Stand- 
ard. 

Lionel Berdou, New Orleans. 

W. Turner Clack, Clack Oil, Spo- 
kane, Wash. 

Dwight T. Colley, Atlantic Refining. 

S. H. Elliott, Ohio Standard, 

Harry K. Franklin, Midwest Con- 
ference of Petroleum Retailers, St. 
Paul. 

Walter Hochuli, The Texas Co. 

John Huemmerich, Dealer Assn. of 
Allegheny County, Pittsburgh. 

Robert M. Jenney, Boston. 

W. Tom Jones, Montgomery, Ala. 

J. G. Jordan, Shell Oil. 


W. G. King, Jr., Richfield Oil. 

Jess Knowles, Skelly Oil. 

Frank R. Markley, Sun Oil. 

Nelson Maynard, National Congress 
of Petroleum Retailers. 

E. J. McClanahan, Standard of 
California. 

H. G. Meador, Gulf Oil. 

Fred H. Moore, Retail Gasoline 
Dealers Assn. of Massachusetts. 

T. B. Murphy, Western Oil & Fuel 
Co., Minneapolis. 

A. M. Ogle, National Congress of 
Petroleum Retailers. 

Hoyt Ogram, Kanotex Refining. 

Charles Pierceall, Jr.. Colorado 
Springs. 

Sam Rosenwasser, Gasoline Mer- 
chants of Brooklyn. 

William Savage, Detroit. 

Miles Schermerhorn, [Illinois Pe- 
troleum Marketers Assn. 

L, E. Ulrope, Esso Standard. 

L. T. White, Cities Service. 

Russell S. Williams, Jr., Gaseteria, 
Inc., Indianapolis. 

Committee legal counsellors are 
William K. Tell, Ohio Oil Co., and 
R. J. Connor, Gulf Oil Corp. 


Secony-Vacuum Appointments 


Herbert Willetts and Clark S. 
Teitsworth April 30 were elected vice 
presidents of Socony-Vacuum. 

Both men have been directors, Mr. 
Willetts as executive in charge of do- 
mestic marketing and Mr. Teitsworth 
as executive in charge of supply and 
distribution. 





CURVED SHOWROOM with large glass area is feature of this station of Power Oil Co., Macon, Ga. 
islands vertical to street, with air and water wells at each. It is located on U.S. Highway 41, South Macon. This photo ap- 
pears on postcards printed by company 
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U.S. Opposes Curbs on Imports Now; 


Wants Study of Foreign Trade First 


The Eisenhower Administration is 
firmly on the record as opposing 
the Simpson Bill which would limit 
oil imports. 

Testimony of government officials 
before the House Ways and Means 
Committee hinted that the adminis- 
tration may not fight such proposals 
later. 

Congress should approve President 
Eisenhower's request for an 11-mem- 
ber commission to study the whole 
“foreign economic policy,” according 
to State Secretary Dulles, first Cab- 
inet officer to testify. 

The commission should come up 
with definite recommendations by 
Jan, 1, 1954, he said. Then Congress 
would have the benefit of a thor- 
ough study of the whole trade picture 
and could more intelligently legislate 
any charges in the basic law. 


The congressmen had a tough time 
trying to pin Mr. Dulles down on 
what is administration policy. Mr. 
Dulles said he agreed, generally, with 
other State Department officials who 
have blasted the Simpson Bill's oil 
import restrictions, but refused to 
say that was administration policy. 


Finally, he was asked directly, “Is 
the administration opposed to putting 
restrictions on oil imports?” 


~ “We are opposed to putting any re- 
strictions on at the present time—un- 
less it comes about through the oper- 
ation of the present (Reciprocal 
Trade) law,” Mr. Dulles replied. 

Later, he said, “I am against the 
Simpson Bill at this time. Whether I 
would be against it a year from now, 
I don’t know.” 


The hearings also showed that the 
Defense Department also is strongly 
against oil restrictions. Roger Kent, 
department general counsel, wrote the 
committee: 


“The imposition of quotas on the 
importation of all petroleum oils and 
of residual fuel oils would seriously 
affect the national security. Its ef- 
fect would be substantial dislocation 
of a segment of our national economy 
and would create a barrier to the de- 
velopment of Western Hemisphere oil 
resources which are vital to our na- 
tional security.” 

Governors’ Reaction—Two oil state 
governors, Shivers of Texas and 
Thornton of Colorado, in town for a 
governors’. conference, were discussing 
the imports situation with the Presi- 
dent and Interior Secretary McKay. 

Primarily, the two were interested 
in forestalling legislation such as the 
Simpson Bill. 

is not the answer,” 
Gov. Shivers declared. “What I want 


to see is ‘industry statesmanship’ in 
meeting the problem.” 

Gov. Thornton pointed out that bus- 
iness favors “ the government 
out of its affairs” but, in this instance, 
some segments of the oil industry are 
in favor of government intervention, 
through legislation. 

IPAA Fires—In other imports de- 
velopments: 

Russell B. Brown, Independent Pe- 
troleum Assn. of America general 
counsel, blasted the State Depart- 
ment on oil imports, charging that 
the IPAA has been dismissed in the 
past as a “special interest group.” 

Socony-Vacuum President B. Brew- 
ster Jennings and Esso President 
Stanley C. Hope said legislative curbs 
on imports would harm the oil indus- 
try. Mr. Jennings said that imports 
up to 15% of total demand are not 
unreasonable, and Mr. Hope said 
curbs would jeopardize military sup- 
plies and U. S. efforts to bolster the 
economic strength of friendly nations. 


States Near Title 
To Submerged Lands 


The long, wordy battle was over. 
Only the vote-counting remained. 
And the states, after years of fight- 
ing, were at last on the verge of es- 
tablishing title to offshore lands out 
to their historic boundaries. 

That was the outlook at NPN press 
time as the Senate began voting on 
the “tidelands” bill. It appeared cer- 
tain that: (1) The Senate would pass 
the bill, (2) the House would concur, 
and (3) the President would sign the 
measure into law. 

The congressional oil scoreboard 
on other matters showed these de- 
velopments in the past week: 

Synthetic Fuels — The House re- 
stored funds for the oil shale dem- 
onstration plant at Rifle, Colo. The 
Senate was considering a proposal 
to do the same for the synthetic fuels 
laboratory at Laramie, Wyo. 

Taft-Hartley — The Senate Labor 
Committee Heard Dr. W. J. McGill, of 
Indiana Standard, deny oil companies 
band together in labor disputes. In- 
stead, he said, the unions are the 
ones who try for industrywide bar- 
gaining, even though O. A. (Jack) 
Knight, president of the Oil Workers 
International Union (CIO), claims 
they have no such goal, 

“Good Faith”’—If a person or a 
business firm gets written approval 
from a “responsible” government 
agency concerning some action which 
might involve antitrust laws, then 


that firm or individual should have 
immunity from damages or penalties 
because they acted in good faith. At 
least that’s the opinion of Senator 
Langer (R., N. Dak.), chairman of 
the Senate Judiciary Committee. He 
has introduced a bill—S. 1752—to 
provide such immunity. 

Export Controls—The House Bank- 
ing Committee has approved a three- 
year extension past June 30 of ex- 
port control on oil and other strategic 
goods. The Senate Banking Commit- 
tee already had approved the exten- 
sion. ° 


Court Clearing Decks 
For Oil ‘Cartel’ Case 


Federal District Judge Edward A. 
Tamm has been named to hear the 
Justice Department’s “international 
oil cartel” civil suit. He is expected to 
fix a date soon for arguments on the 
various motions filed in the case. 


Judge Tamm was appointed to the 
District of Columbia bench by former 
President Truman in 1948. He was 
assistant director, Federal Bureau of 
Investigation, at the time. 


The most pressing motion facing 
Judge Tamm as he took charge of 
the case was the request by four de- 
fendant companies—-Standard Oil Co. 
(New Jersey), Socony-Vacuum Oil 
Co., The Texas Co. and Standard Oil 
Co. of California—that the case be 
moved to New York. 

The companies contended the ex- 
pense and inconvenience of a trial in 
Washington would jeopardize their 
right of fair and just treatment. 


However, DJ filed an answering 
brief declaring these arguments were 
“irrelevant and insufficient”. DJ said 
the trial should be held in Washing- 
ton because government records and 
witnesses are there, and “courtesy to 
foreign nations” dictates it. 


New Products Pipe Line 


Salt Lake Pipe Line Co., subsidiary 
of Standard Oil Co. of California, will 
start construction in late June on 4 
135-mile oil products pipe line from 
Pasco to Spokane, Wash. Comple- 
tion is scheduled for Oct, 1. The 
line is an extension of an existing 
line from Salt Lake City to Pasco. 


The line will follow a direct route 
from Pasco on Columbia River to 
Spokane, going through areas adja- 
cent to Suiphur, Pizzaro, Keystone 
and Waukon. It will come into the 
Spokane area west of the city and 
will terminate at Hillyard. The line 
will have a capacity of 15,000 b/d, 
carrying two grades of gasoline and 
several grades of heating oil. It will 
have one pump station, located at 
Pasco. 
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‘53 Forecast: Plenty of Oil-Warm Competition 


By RAYMOND E. BJORKBACK 
NPN Staff Writer 


If there can be such a thing as 
a “normal” supply year for the oil 
industry, 1953 promises to be just 
about that. 

What’s something like normal? 

—An increase in total demand of 
about 5% (close to the long-term 
annual average). 

—Enough spare capacity in all 
branches of the industry to make 
competition warm—but nothing like 
the chronic spare capacity of the 
30's. 

That’s the way oil economists now 
read the signs, barring some “ab- 
normal” development having the im- 
pact of a Korea, or an Abadan shut- 
down, or widespread strikes. Blurring 
the picture is uncertainty over what 
the weather will be like next win- 
ter. This could be important, since 
the continuing postwar growth of 
burning oils has been making prod- 
uct demand more seasonal each year. 


The Supply Cushion 


The industry’s spare capacity isn’t 
regarded as excessive, Petroleum 
Administration for Defense would 
have preferred more as security in- 
surance. 


But Economist Jerry A. Cogan, of 
Jersey Standard, thinks it’s big 
enough to lead to “strong” competi- 
tion. He believes we're probably 
through having boom demand for 
awhile at least—and will have a de- 
mand gain of “about 5%.” 

In refining, he figures there’s a 
13% capacity spare, enough to “keep 
a continuing pressure on the refiner’s 
margin.” 

PAD is in accord with Mr. Cogan, 
both as to the 13% and calling it “an 
average normal. spare.” 

Deputy PAD J. Ed Warren recent- 
ly pointed out that a 4% increase 
in runs needed to supply a 5.7% 
demand increase, which PAD expects 
(see Table 1), would take 87% of 
the industry’s average refining ca- 
pacity for the year—‘“exactly the 
average that has been maintained 
in the seven postwar years.” 

The 13%, says Mr. Cogan, is only 
one-half or one-third of prewar spare 
capacity percentages, Nor is all of 
it efficient capacity. (See Table 2 
for the per cent of capacity operated 
by refiners from 1935 to 1952.) 

Little likelihood is seen that prod- 
uct prices will go flipping and flop- 
ping as they did pretty consistently 
through the 30’s, except in that 
decade’s NRA days. 

Mr. Cogan says experience has 
shown that refining capacity doesn’t 


MAY 6, 1953 


start getting tight until the country’s 
nominal spare falls below 10%. 

Breathing Room Elsewhere — And 
then there’s spare capacity in pro- 
duction and transportation, along 
with gains made in tankage. 

Mr. Cogan puts the production 
spare at 15% (as against 20 to 25% 
prewar), and sees transportation fa- 
cilities as “more adequate than for 
many years.” Tanker building which 
has dropped rates to low levels, con- 
tinues. 


Postwar Growth of Tanker Fieet* 
(Expressed T-2 Equivalents) 


competitively low overland transporta- 
tion rates. 

In fact, Mr, Cogan points out, the 
spare production capacity is compar- 
able in barrels per day with that 
existing immediately prewar. And 
pipe line building has made crude 
probably more available than ever 
before. 


Fuel Oil Growth 

Another economist who sees a 5% 
increase in demand for all products 
thinks middle distillates will be up 


Us. Foreign 7.5%—compared to 4% or 5% for 
—_s pin | yma gasoline. 

1949 .....-.. 514.9 842.1 t Of the opinion that burning oils as 
aot ee Phen a group will go on growing ata little 
1249.7 greater rate than that for gasoline 
anni is Socony-Vacuum’s Albert J. Mc- 
Intosh, who has taken a close look 
at the fuel oil picture (see April 1 

NPN, p. 44). 
Fuel oils, he recounts, were up 9% 


* World ocean tankers, both government and 
private that are 6,000 DWT and over, Ships 
under this weight are excluded from the 
calculation. 


New pipe lines have made for 


TABLE 1 


U. S. Domestic Product Demand—1933 to 1953 
(Thousands of B/D)* 
Middle 
Gasoline Distillates Residual Other 
. 1,042 284 708 345 
1,124 327 727 343 
. 1,191 366 769 369 
1,316 421 841 
1,423 471 
. 1,433 476 800 
.. 1,522 536 886 
.. 1,610 627 
. 1,829 664 1,050 


Total 
Products** 
2,379 
2,521 
2,695 
2,986 
3,205 
3,115 
3,373 
3,625 
4,071 


% 
Change 
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909 1,316 
1,098 1,421 
1,238 1,368 
1,183 1,359 
1,405 
1,563 
bik Sime 1,651 
1953* ..... 3,305 1,818 1,560 
* Estimated by PAD in January, 1953. .... : axa ¢ 
** Includes small percentage of oil consumed by the industry in its own opera- 
tions, 
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TABLE 2 : 
Per Cent of U. S. Refining Capacity Operated 


(Thousands of B/D) 
Year End——— Year Average——— 
Ref. Cap. % % 
Dee. 31 Operated Ref. Cap. Operated 
4,117 66.6 . 4,088 64.7 
4,295 69.9 . 4,206 
4,351 72.9 ° 4,323 
4,430 
4,569 
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in 1950; 12.9% in 1951; and 6.2% in 
1952. 

Further, Mr. McIntosh, along with 
others, sees the tankage picture con- 
siderably improved—at least to the 
point where facilities for heating oil 
stocks buildup in summer probably 
are adequate for this year’s opera- 
tions. 

Coupled with the spare refining ca- 
pacity, this would seem to have the 
industry pretty well set to take in 
stride the gradually widening swing 
in demand between summer and win- 
ter. PAD estimates that demand in 
the two winter quarters now is about 
800,000 b/d higher than demand in 
the two summer quarters. 


Weather Impact—This new weight 
fuel oils have attained is underscored 
in a couple of ways. 

Mr. Warren recently noted that 
the winter just ended has been one 
of the warmest in the past decade. 
It averaged 10% warmer than nor- 


mal, and 5% warmer than the 1951- 
52 winter. “If the weather had been 
normal,” he said, “consumers would 
have required some 35,000,000 bbls. 
more of fuel products during the win- 
ter than they actually did use.” 

And a Jersey study made a year 
or so ago showed that a difference 
of one degree day in weather then 
meant a difference of about 89,000 
b/d in consumption of heating oil 
in that part of the country east 
of the Rockies. 

Natural Gas Strong—Fuel oil’s big 
competitor, natural gas, is listed by 
Mr. Cogan for a 1953 gain of more 
than 10% over last year, on the 
basis of pending pipe line construc- 
tion. He points out that “natural gas, 
if measured on a Btu basis, has now 
reached a level roughly half that of 
oil. Furthermore, the annual growth 
rates last year and this year (for 
gas) are approximately the same in 
terms of Btu’s as the oil growth for 
these same years.” 
























Gas.line Gain — Contributing to 
greater gasoline demand this year 
will be increased car production. The 
automobile industry expects to pro- 
duce more than 6,000,000 cars, com- 
pared with 4,300,000 in 1952. 

“Whether the market absorbs this 
full output or not, we may expect 
a considerable increase in cars in 
use after allowing for increased 
scrappage,” says Mr. Cogan. He 
adds that this year Diesel oil re- 
quirements will be up markedly. 


For oil products as a whole, both 
1950 and 1951, were “boom years’, 
Mr. Warren has noted. Demand 
gained 12.1% over 1949 and 8.2% 
over 1950. Last year was a period 
of “some readjustment,” with de- 
mand gaining only 3.4%. 


Now, suggest the economists, about 
all the industry need do is readjust 
to “a normal pattern” of an average 
5%, and a respectable chunk of 
money tied up in spare capacity. 





How New York City Heating Season Has Grown Warmer Since 1898 
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FUEL OIL SUPPLY is being affected by a gradual drop in degree days. 
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pared by Jersey Standard shows what has happened in New York City. Crosses 
indicate the number of degree days in each heating season (September through May), 
although alternate years are omitted at bottom of chart. Heavy line shows linear trend 


Supply Planning Adjusted for Warm Weather Trend 


Refiners are getting a little bet- 
ter “bite” on one of the starting 
points for their fuel oil supply plan- 
ning, thanks to some industry studies 
and U. S. Weather Bureau attempts 
to work out more realistic annual 
degree-day normals. 

They’ve known that the average 
winter weather the last several years 
has been warmer than the Weather 
Bureau's so-called “normal.” 

That way, when they played it safe 
and planned for “normal” weather, 
they couldn’t help feeling they were 
leaning over backward a little farther 
than necessary. 

This feeling, of course, was ac- 
centuated when the winters turned 
out to be even warmer than “nor- 
mal.” Just a few degree days, one 
way or the other, for the country as 


a whole quickly add up to millions 
of barreis of product over a heating 
season. 

National Survey—As a_ result, 
Standard Oil Development, has made 
studies of weather trends in 30 cities 
over the country. These have had its 
parent, Jersey Standard, making a 
3% to 4% correction from the Weath- 
er Bureau normal. 

Standard Oil Development charted 
trends for the individual cities, start- 
ing with the government’s published 
degree days, then applied a formula 
designed to provide a more accurate 
estimate of degree days. In the pro- 
cess, the data were weighted accord- 
ing to the burner population of the 
individual area. 

The resulting figures, plus data for 
foreign localities in both the North- 
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Degree Days—New York City 
Heating Season: September Through May 


Heating Degree Heating 
Season Days Season 
1898-1899.... 5431 1925-26. .... 
1899-1900. ... 5203 1926-27...... 
1900-01. ..... 5231 1927-28 
1901-02...... 5444 1928-29...... 
1902-03 4733 1929-30...... 
1903-04...... 6100 1930-31 
1904-05. ..... 5965 1931-32 
1905-06 . 5094 1932-33...... 
1906-07. ..... 5708 1933-34...... 
1907-08 5311 1934-35 
1908-09...... 4974 1935-36 
1909-10...... 5054 1936-37 
1910-11...... 5461 1937-38...... 
1911-12...... 5714 1938-39...... 
1912-13...... 4662 1939-40...... 
1913-14...... 5393 1940-41...... 
1914-15...... 5247 1941-42...... 
1915-16...... 5631 1942-43...... 
1916-17 . 5658 1943-44...... 
1917-18 6060 1944-45 
1918-19...... 4851 1945-46...... 
1919-20...... 5795 1946-47 
1920-21...... 4487 1947-48...... 
1921-22...... 1948-49...... 
1922-23...... 5511 1949-50...... 
1923-24...... 5277 1950-51...... 
1924-25...... 7 1951-52...... 


ern and Southern Hemispheres (ex- 
cept the tropics), have shown the 
weather to be getting warmer gen- 
erally at the rate of about 1.5 to 2 
degree days per century. 

The Weather Bureau has been 
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moved by such studies to undertake 
to change its normal to reflect more 
fully the experience of later years. 
It now is preparing to issue a 30-year 
normal, concluding with the 1950-51 
season This is expected to result in 
a correction of about 1.5% to 2.0%— 
roughly half the Jersey correction. 

A subcommittee of the API’s new 
Marketing Research Committee cur- 
rently has this subject under con- 
sideration. 

Natural Signs—These moves are 
supported by more than just tempera- 
ture and degree day data, One in- 
dication that the weather is gradually 
getting warmer is evidence that fish 
in the Atlantic ocean are migrating 
farther north than they used to. One 
species of cod, almost unknown in 
Greenland about 1910, now is staple 
diet there. 





Gasoline Octanes Continue to Climb, 
Survey of Ratings in 50 Cities Finds 


Premium gasoline with octane rat- 
ing below 90 is rapidly disappearing 
from the scene and in its place ig a 
fuel with octane rating of 92 or 
higher. This is evident from a study 
of gasoline octane ratings reported in 
the latest 50-city survey for April 
by E. I, du Pont de Nemours & Co. 
Inc, 

As of April 3 this year, of 354 sam- 
ples of premium grade fuel sampled 
in 50 cities in U. S. and Canada, 147, 
or better than 41%, showed octane 
ratings of 92 or higher. A year ago 
(April, 1952, survey), only 67, or 19%, 
qualified for the 92 or higher category 

Comparing the current survey with 


TABLE 1 
Premium Breakdown 


Oct. dan. April 
1962 1963 
100 «133 
140 
80 


1963 
147 
127 

80 


158 


120 95 


that of a year ago, the number of 
samples of premium fuel showing 92 
octane or higher is 116% greater for 
April of this year than in April, 1952. 
Meanwhile, the number of premium 
fuels falling in the below-90 category 
has decreased by 46.3% in the past 
year. A year ago about 42% of the 
351 premium samples tested were be- 
low 90 octane, while the survey this 


TABLE 2—Octane Ratings by Classification (Research) 


duly 
1952 


Oct. 
1952 


32 34 
17 16 
0 0 
Low: 
8. erry 
Calgary, Alta. ...... 
High: 
Baltimore ...........- 
Boston 
Cleveland 


85.5 


86.0 


92.7 


April 
1953 


Jan. 
1953 


Octane Ratings 


38 
12 


36 
14 


Paso 
Salt Lake City 
High: 
Baltimore 


92.8 


April 
1952 


duly 
1952 


12 
35 
2 


76.7 


TABLE 3—Gasoline Octane Ratings and TEL Content in 
in U.S. and Canada—April, 1953 
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month shows only 22% below the 90 
mark, 

Though the experience with one 
1953 model—Buick—is by no means 
typical, it is indicative of the con- 
tinued upward trend in octane’ re- 
quirement among newer, higher- 
powered cars. Reports from the field 
show that Buicks, for example, are 
coming off the assembly lines with a 
“clean” octane requirement of about 
90 and in numerous cases checked so 
far, after a few thousand miles that 
requirement has shot up to as high as 
97-98, 

Table 2 shows what has happened 
to average octane ratings of premium 
and regular grade fuels in the 50 
cities surveyed by Du Pont. A year 
ago, an average octane rating of 
above 90 was found in 27 cities, while 
this year the number has reached 36. 
The octane rise for regular fuel is 
also evident, with only 13 cities re- 
porting 85 and above a year ago, and 
24 going above the 85 mark this year. 

Table 3 gives a complete breakdown 
of the Du Pont survey by cities. 

Tables 4 and 5 summarize the 
changes in octane rating and TEL 
content of fuels sampled in 50 cities. 


TABLE 4 


Change in Octane Rating 


April- dJuly- Oct.- 
July Oct. Jan. 
Change 1952 1952 1952 
Premium: 
Increased .... 35 35 30 
Decreased ... 13 12 17 
No Change... 2 2 3 
Regular: 
Increased .... 29 37 28 
Decreased ... 18 8 18 
No Change... 2 4 


TABLE 5 
Change in TEL Content 


April- July- Oct.- 
duly Oct. Jan. 
Change 1962 1952 1952 
Premium: 
Increased .... 42 25 
Decreased ... 5 22 
No Change ... 2 2 


Jan.- 
April 
1953 


Increased cose 49 32 
Decreased ... 0 15 
No Change... 0 2 


Karseal to Continue 
Antitrust Suit Fight 


Karseal Corp. is appealing the dis- 
missal of its antitrust case against 
Richfield Oil Corp. 


Los Angeles District Judge Harry 
C. Westover last week dismissed Kar- 
seal’s $405,000 treble damage suit on 
the ground that the complaint failed 
to state a claim on which relief 
could be granted. 

Karseal had alleged that its dis- 
tributors and salesmen were unable 
to sell its car waxes and polishes to 
Richfield service station dealers. Kar- 
seal claimed that Richfield compelled 
dealers to sell only designated prod- 
ucts. The suit was based on the July, 
1951, “exclusive dealing” court de- 
cision against Richfield. 
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FULL-PAGE newspaper ads aim at “selling” Milwaukee motorists on improved 


premium gasoline. 


These ads appeared last week 


Premium Gasoline ‘War’ Hits Milwaukee 


Are motorists willing to pay more 
for improved premium gasoline with 
a higher octane rating? 

That’s what oil companies are try- 
ing to find out in Milwaukee, where 
an octane battle is in full swing. A 
number of oil companies, both majors 
and Independents, have introduced 
higher-rated premium (up to 94 Re- 
search). Prices at many major sta- 
tions are up 0.5c per gal. And the 
motorist is getting an eyefull and an 
earfull of newspaper, television and 
radio advertising. Milwaukee has thus 
become a testing ground for what 
could become a widespread marketing 
policy. 

Major companies are taking the lead 
in hiking prices, with private brand 
marketers generally content to ham- 
mer on the theme of high quality and 
high octane. 


Price Hikes — Wadhams Division, 
Socony-Vacuum Oil Co., raised its 
dealer tank wagon price 0.5c to 18.1c 
for Mobilgas Special (premium- 
grade) on April 16. Standard of 
Indiana followed suit on April 21 
for its premium White Crown. Shell 
also has matched the 18.1c price to 
dealers. 

Meanwhile, retail prices for major 
brands of premium gasoline range 
from the “old” price of 23.4c up to 
23.9c. Private brands retail their 
premium gasoline from 18.9 to 23.9c. 
(All these prices are excluding tax.) 

No changes have been made in 
price for regular-grade either at tank 
wagon or at retail by either private 
brand or major dealers, 

This campaign that has hit Milwau- 
kee is called the most concentrated 
and hardest-hitting that veteran mar- 


keting officials have seen. But since it 
is only little more than two weeks 
old, marketers say there has not been 
sufficient time to draw conclusions. 
However, one official thought the 
public might be “just a bit confused” 
by all the claims. 


Materials Situation Good, 
PAD Director Reports 


PAD Materials Director Harris 
Bateman reports that the former 
“flood” of requests for aid from the 
petroleum industry has dwindled to 
“a thin trickle” and there seems to 
be no difficulty in getting materials. 


There is even a good supply of 
nickel-bearing stainless steel and 
NPA is considering further easing 
of regulations still governing that 
material, Mr. Bateman said. 


One reason for continuance of PAD 
has been the possible need of ma- 
terials assistance for oil projects re- 
quired by the military. However, Mr. 
Bateman said the transition from 
a controlled materials plan to an 
“open” market has been relatively 
smooth. Materials division staff, 
which at one time numbered more 
than 75, is being reduced to 15. 


Death 


Willis F. Roth, vice president of 
Standard Oil Co. (Kentucky), died 
April 24 at Sarasota, Fila. 

Funeral services were held April 
27 at St. Mark’s Episcopal Church, 
Frankfort Ave., Louisville, Ky. 

Mr. Roth was also a director of the 
Kentucky company. 
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Real Sales Job Needed on Fuel Oil 
To Meet Competition, Esso Head Says 


ASBURY PARK, N. J.—The oil in- 
dustry is facing a period of keen 
competition when “the real salesman 
will come into his own,” Esso Stand- 
ard President Stanley C. Hope de- 
clared in a talk before the 15th an- 
nual convention of Fuel Oil Distribu- 
tors Assn. of New Jersey. 

“For the past few years,” he said, 
“when we in the fuel oil and oil burner 
business have thought of competition, 
we have thought mostly of competi- 
tion from competitive fuels. We 
will still have such competition, but 
we will have greater competition be- 
tween oil men for the expanding oil 
market—between oil men at all levels 
in the industry—than we have been 
conditioned to during recent years. 
Among all of the adjustments needed 
in the industry picture none is more 
urgent than the adjustment by all of 
us in the marketing field to these 
new competitive conditions.” 


Mr. Hope predicted an increase of 
“something better than 10%” in the 
demand for all middle distillates East 
of the Rockies for the 12 months end- 
ing March 31, 1954, after making 
allowances for weather correction. 

Regarding the proposed restrictions 
on oil imports, the Esso president 
said they would injure fuel con- 
sumers, jeopardize military fuel sup- 
plies and “run counter to our 
country’s efforts to help free nations 
toward greater economic strength 
through trade.” 


Teach Selling—L. T. White, man- 
ager of business research and educa- 
tion, Cities Service Petroleum, Inc., 
told the convention a great many op- 
portunities to sell fuel oil and oil 
burners are going to be lost unless 
fuel oil delivery men and oil burner 
service men are taught to sell. 

As an example, he said two weeks 
ago some newspaper men in Hart- 
ford, Conn., asked 50 people if they 
thought the heating in their homes 
could be improved. Of those heating 
with oil, 41% said yes, 75% of coal 
users answered in the affirmative, 
while the only man heating with gas 
was satisfied. 

Oil consumers wanted lower cost 
and more even temperature, Mr. 
White said, and people using coal 
deplored the labor, ashes and soot. 

The same people also were asked 
“where would you go for advice to 
improve the heating in your home?” 
The majority using oil said they 
wouid talk to their fuel oil delivery 
man or burner service man. 


This shows, Mr. White said, that 
the man they see the most has not 
been trained to sell. 
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Enormous new market for oil for 
use in air conditioning is another op- 
portunity that may be lost, he said, 
for lack of knowledge of how to 
raise capital on the part of fuel oil 
dealers. 


W. Chalmers Burns, president of 
Hartol Petroleum Corp., and chair- 
man of Oil Industry Information Com- 
mittee’s jobber subcommittee, remind- 
ed the group that the most effective 
way to win and hold business is to 
win and hold the good will of the 
people in the communities where they 
do business. 


While major companies spend hun- 
dreds of thousands of dollars yearly 
on public relations to win good will, 
jobbers, distributors and dealers “have 
a running start” that they ignore, he 
declared. Most of them, he pointed 
out, have the advantage of having 
been born and reared in the communi- 
ties where they do business. 


He urged distributors to join in the 


OIIC program and use the materials 
the committee provides. 


Oil Companies Urged 
To Study Natural Gas 


Oil companies must consider the 
possibility of entering the natural 
gas transportation business to make 
greater supplies of this gas avail- 
able to consumers, said J. N. Pew, 
chairman of Sun Oil Co., at the com- 
pany’s annual stockholder meeting in 
Philadelphia. 

Mr. Pew said that natural gas has 
been so “throttled by the dead hand 
of government” that only a relatively 
insignificant part of our gas resources 
is being utilized now, and suggested 
that oil companies will rectify this 
situation, 

In fact, he added, “some day in the 
not too distant future the increasing 
demand for gas transportation ... 
(will) become a paramount problem.” 

Mr. Pew also predicted that com- 
petition in the oil industry will be 
keener this year than at any time in 
the past 10 years. He said that Sun 
will expect “greater efficiency and 
service on the part of our suppliers 
than we have seen for years.” 





Canadian Oils to Rebuild Fire-Ravaged Lube Plant 


Canadian Oil Companies, Ltd., will 
build new facilities with all possible 
speed to replace its lubricating oil 
and grease manufacturing plant at 
Montreal which was destroyed by fire 
April 28. 

Company officials immediately 
started a survey to determine the size, 
type and layout of new facilities. 


President W. Harold Rea said that 
insurance on the lost plant would 
finance its replacement. 

“In the meantime,” said Mr. Rea, 
“reserve equipment which we are 
bringing into action at our other 
plants, together with additional man- 
ufacturing and packaging facilities 


being made available to us, will in- 
sure that the supply of defense, in- 
dustrial and automotive lubricants 
will be maintained. Blending and can- 
ning departments at Canadian Oils’ 
large Toronto plant, where some lubri- 
cants were made before the Montreal 
plant opened, swung back into action 
before the ruins of the Montreal plant 
had cooled.” 

Mr. Rea said that blending oils 
in storage tanks which escaped the 
fire at Montreal were sped by tank 
car to Toronto. He added that orders 
for cans were telephoned to supplier 
at Hamilton and packages were 
rushed to Toronto, Montreal and other 
cities. 


IN RUINS following fire last week is most of this lube plant of Canadian Oil Com- 


panies, Ltd. at Montreal. 


Plant is shown after opening only 18 months ago 
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Serve Yourself Assn. 
OK’s New Union Pact 


The Serve Yourself and Multiple 
Pump Assn. of Los Angeles has 
reached an agrement with Helpers 
Local 248, AFL Teamsters Union, 
spelling out wages and overtime for 
the first time in association history. 

The new agreement replaces the 
contract which expired last week. 
(For detaiis see Pacific Coast column, 
p. 52). 

The previous contract was unsat- 


isfactory to the union because it 
lacked wage and overtime clauses, 


Refinery Strike—In Detroit, the Oil 
Workers International Union (CIO), 
Local 456 struck the 35,000 b/d Au- 
rora Gasoline Co. refinery in a dis- 
pute over wages and “other matters,” 
according to Clyde Schamblin, union 
representative. 

Mr. Schamblin said it looks like 
“a long contest” because employes 
are insisting that other questions be 
discussed. The company’s service 
stations (Speedway) are not being 
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picketed and are receiving supplies 
from outside sources, Mr. Schamblin 
said. 

Vote Delayed—Meanwhile, a strike 
vote at Sinclair Refining Co.’s 90,000 
b/d refinery in Houston was post- 
poned because OWIU members were 
not properly informed “about the is- 
sue,” according to E. C. Wade, Local 
227 president. The vote was orig- 
inally scheduled this week. 


Mr. Wade said the dispute arose 
when “outsiders” allegedly were 
brought in to work on the refinery ex- 
pansion program. The union claimed 
the work was part of normal plant 
maintenance. 

Union officials will meet May 14 
to determine further action. 


Tobey Says Railroads 
Should Set Own Rates 


Senator Tobey (R., N. H.), chair- 
man of the Senate Commerce Com- 
mittee, thinks railroads should be per- 
mitted to set their own rates or at 
least be provided with automatic in™ 


creases to offset rising operations 
costs. 


The committee began hearings in 
Washington this week on a bill which 
would require the Interstate Com- 
merce Commission to act within 60 
days on railroad rate increase appli- 
cations based on increased costs. 


Senator Tobey, highly critical of 
ICC, asked a railroad company wit- 
ness why the railroads wanted to 
lean on “such a weak crutch” as the 
ICC. The Senator said he thought rail- 
roads should cure their own ailments 
without government help or interfer- 
ence, 


New Deadline in MSA Suits 


Federal Court in New York has 
set June 5 as the new deadline for 
defendant companies to file answers 
to the Mutual Security Agency’s 
three suits alleging overcharges on 
Middle East oil shipments to Marshall 
Plan countries. 


The suits totaling about $70,000,- 
000, are against Socony-Vacuum and 
Socony-Vacuum Overseas Supply 
Co.; Jersey Standard and Esso Ex- 
port; Standard of California; The 
Texas Co., and several jointly owned 
subsidiaries. 





Photo Credits 


P. 55 (top)—Sussman-Ochs, Baltimore, 
Md., (bottom)—Blakesilee-Lane, Inc., 
Baltimore, Md. 

P. 76 (bottom )—MacGregor & Co., De- 
troit, Mich. 

P. 83—Martin’s Photo Shop, Terre 

te, Ind 


Hau " 

P. 89—TBA Dept. photo, Skelly O11 Co. 

P. 101 (bottom)—I, A. Sneiderman, Mt. 
Carmel, Conn, 

P. 104 (Mr, Foote)—Fred Hess & Son, 
Atlantic City, N. J. 











NATIONAL PETROLEUM NEWS 














THE WEEK’S OIL NEWS 





Month of April is Cooler 


In Three Heating Areas 


Weather in the Midwest, Southeast 
and West Coast-Rocky Mt. areas was 
cooler than either last year or normal 
for the month of April. The East 
Coast area registered slightly cooler 
than last year and 52 degree days less 
than normal for the month of April. 


For the Sept. 1-May 2 portion of 
the heating season weather was 
warmer than last year or normal for 
all areas but Southeast which for the 
second week remained colder than 
either last year or normal. 

NPN will discontinue its weekly de- 
gree day summary with this report. 
A monthly report for May will be 
forthcoming. 


Degree Day Summary 


Season Sept. 1-May 2 


Week 
Apr. 26- 
1952- 1951- Nor- May2, 
East Coast 53 52 mal 1953 
Bostont ......... 5008 5207 5628 116 
New York ....... 4362 4489 5093 81 
Philadelphia ..... 4023 4175 4619 59 
Washingtont ..... 3805 3883 4457 24 
Average ....... 4300 4439 4949 70 
Midwest 
Chicagot ........ 5691 6056 6191 91 
Cleveland ....... 5005 5381 5899 92 
.: eee 5667 5988 6255 112 
Minneapolist ..... 7545 7919 7669 156 
Omahat ......... 5969 6374 5926 99 
Gr GD a ce sbeus 4129 4483 4507 39 
Average ....... 5668 6034 6075 95 
Southeast 
Birmingham, Ala.t 2600 2485 2802 13 
Charleston, 8. C.. 1612 1567 1837 4 
Nashville, Tenn.t. 3430 3456 3576 25 
Raleigh, N. C. ... 2897 2875 2232 18 
Average ....... 2635 2596 2612 15 
West Coast-Rocky Mt. 
San Francisco ... 2373 2618 2245 74 
Seattle .......... 3664 4113 4257 83 
Denvert ......... 5430 5785 5665 102 
Average ....... 3822 4172 4056 86 
Month of April 
East Coast 1953 1952 Normal 
Boston 475 432 538 
New York ......... 417 334 465 
Philadelphia Susana 345 291 378 
Washington ........ 275 258 340 
Average ......... 398 329 430 
Midwest 
Chicagot .......... 544 419 518 
Cleveland .......... 567 464 556 
Detroitt ........... 607 463 566 
Minneapolist ...... 715 475 580 
GHEE nb ccdscccsce OR 426 410 
St. Louis .......... 385 318 300 
RURINGO >. a0 hides 562 428 488 
Southeast 
Birmingham, Ala.t. 173 167 98 
Charleston, 8. C. ... 65 77 81 
Nashville, Tenn.t .. 282 234 218 
Raleigh, N. C. .... 178 173 213 
Average ......... 175 163 153 
West Coast-Recky Mt. 
San Francisco ..... 364 282 266 
RD satpecocacecss Gan 379 440 
DOVGRT 5 oe. Jew o cs 660 496 507 
a 486 386 404 





Degree dhys are on 65 deg. F. basis. 
tReadings at airport office. Readings in 
other cities taken at downtown (city) offices. 


Court Rules Esso Standard 
Must Pay Tennessee Tax 


The United States Supreme Court 
ruled five to three this week that 
Esso Standard must pay Tennessee 
$4,000,000 in taxes on aviation gaso- 
line stored by Esso at Memphis for 
military use during World War II. 

Esso and the U. S. attorney general 
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had opposed the tax on the basis that 


the gasoline was U. S. property and’ 


not subject to taxation. 


Tennessee contended that the tax 
was not on the gasoline itself but on 
the storage privilege. Because a pri- 
vate company and not the govern- 
ment stored the fuel, the tax was on 
the company, the state said. 


The court’s ruling stated that per- 
forming some service for the federal 
government does not necessarily ex- 
empt a private company from state 


taxation. 





Ge, TOP 
UTILITY CAN 


Tide Water to Conduct 
Sales, Service Clinics 


How to give the customer better 
service and build a better business 
is the theme of the products sales 
and service clinics being conducted 
by Tide Water Associated Oil Co., in 
its Eastern Division marketing area. 

The clinics describe to service sta- 
tion dealers and attendants methods 
of car service, parts function and en- 
gine performance, plus the company’s 
1953 sales, advertising and merchan- 
dising program, 
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on top .. 


. strong body beading to ward off bumps and blows. 


A short spout makes pouring easy, saves carton, shipping and storage space . 
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Made in 5 gal. and 49 Ib. sizes. 26 and 28 gauge steel. 
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New ICC Vehicle Safety Regulations 
Will Affect Many Petroleum Truckers 


Oil truckers, under ICC jurisdic- 
tion, will come face-to-face with 
many new safety rules on July 1, and 
more will become effective later. 

The Interstate Commerce Commis- 
sion’s revised motor carrier safety 
regulations include new requirements 
for various types of warning and pro- 
tective devices. 

Some of this equipment requires 
considerable installation work. Other 
regulations may require changes in 
driving rules and examinations to fit 
the new ICC requirements. 

Included herewith is a listing of 
some of the sections changed, with 
brief summaries of some of the new 
sections: 


191.2 (b) Driver Eyesight—More 
strict requirements, calling for 20/40 
vision in both eyes, either with or 
without glasses. 


(c) Driver Hearing——Not less than 
10/20 in the better ear, for conver- 
sational tones, without a hearing aid. 

191.9 Physical Examinations—Ef- 
fective Jan. 1, 1954, drivers must be 
re-examined at least once every 36 
months. Drivers of farm vehicles are 
exempt. 


192.6 Schedule of Runs—Schedules 
shall not be such as to require speeds 
in excess of the law in the area 
operated. 


192.7 Equipment, Inspection and 
Use—No motor vehicle shall be driven 
unless the driver shall have satis- 
fied himself that certain parts (list 
included) and accessories are in good 
working order. 


192.50 Fueling Precautions tight- 
ened as compared to 1952 rules. 


193.19 Tail Lamps and Stop Lamps 
on New Vehicles—Trucks with date 
of manufacture subsequent to June 
30, 1953, shall be equipped with two 
red tail lamps on the rear, one at 
each side, and either (a) two red 
or amber stop lamps on the rear, 
one at each side, or (b) one red or 
amber stop lamp on the rear, which 
lamp shall not be incorporated in the 
same housing with any other red lamp, 
except that this requirement ‘shall 

_not apply to trailers less than 80 
inches in over-all width. 

(Editor’s Note: The requirement in 
this instance, and subsequent ones, 
does not apply to trucks manufac- 
tured before the given date, where a 
specific date in cited.) 


193.31 Overload Protective Devices 
—cCurrent to all low tension circuits 
shall pass through overload protec- 
tive devices except for battery-to- 
starting motor or battery-to-genera- 
tor circuits, ignition and engine con- 
trol circuits, horn circuits, electrically- 
operated fuel pump circuits, or elec- 
tric brake circuits. Protective devices 
for electric circuits on every motor 


vehicle, the date of manufacture 
which is subsequent to June 30, 1953, 
shall be arranged so that either the 
head lamp circuit or circuits shall 
not be affected by a short circuit 
in any of the other lighting circuits 
on the motor vehicles, or if the head 
lamp circuit is protected in common 
with other electrical circuits, the pro- 
tection device shall be an automatic 
reset overload circuit breaker. 


193.48 Breakaway Brakes—Every 
full trailer, semitrailer and pole 
trailer required to be equipped with 
brakes. . . shall be equipped with 
brakes of such a character as to be 
automatically applied upon breakaway 
from the towing vehicle, and means 
shall be provided to maintain applica- 
tion of the brakes on the trailer in 
such case for at least 15 minutes. 
When used to tow a trailer equipped 
with brakes, every truck or truck- 
tractor manufactured after June 30, 
1953, shall be equipped with means 
for providing that, in case of breaka- 
way of such trailer, the service brakes 
on the towing vehicle will be suffi- 
ciently operative to stop the towing 
vehicle. 


198.49 Single Valve to Operate 
All Brakes—Every motor vehicle 
manufactured after June 30, 1953, 
which is equipped with power brakes, 


. Shall have its braking system so ar- 


ranged that one application valve 
shall operate all service brakes on 
the vehicle or combination of vehic- 
les. This does not prohibit vehicles 
from being equipped with an addi- 
tional valve to be used to operate 
brakes on a trailer. 


193.50 Reservoirs Required—Trucks 
or truck-tractors manufactured after 
June 30, 1953, equipped with air or 
vacuum brake system, shall be equip- 
ped with reserve capacity or a reser- 
voir sufficient to insure a brake ap- 
plication capable of stopping the 
vehicle within 30 ft. from a speed of 
20 miles per hour. No such reserve 
capacity is required if braking sys- 
tem is so designed and installed as to 
provide for application of service 
brakes through hydraulic or mechani- 
cal means if air or vacuum system 
fails. 


193.51 Warning Devices—On and 
after June 30, 1953 every truck and 
truck tractor equipped with an air 
brake system, shall be provided with 
either an audible or visible warning 
signal to indicate readily to the driver 
any loss or lack of air sufficient to 
prevent the vehicle from being stop- 
ped. A gauge indicating pressure 
shall not be deemed to be an adequate 
means of satisfying this requirement. 


193.65 Fuel Systems—New fuel tank 
requirements are outlined, including 
such items as material, joints, fit- 
tings, threads, drains, discharge lines, 


excess flow valves, fill-pipe design, 
air vent, fusible safety vents, fuel 
tank tests, etc. 


198.70 (c) Fifth Wheel Locking— 
A locking means is required in every 
fifth wheel mechanism so that upper 
and lower halves may not be sepa- 
rated without the operation of a 
positive manual release. Release de- 
vice operated from the cab by the 
driver is acceptable. On fifth wheels 
designed and constructed to be readily 
separable, fifth wheel locking devices 
shall apply automatically on coupling 
for any truck made after Dec. 31, 
1952. 


(f) Safety chains for full trailers 
are required for all units manufac- 
tured after Dec. 31, 1952. 


193.78 Windshield Wiper (b)— 
Trucks produced after June 30, 1953, 
and which depend on vacuum to op- 
erate windshield wipers, shall be so 
constructed that operation of wipers 
will not be materially impaired by 
a change in intake manifold pressure. 


196.2 Inspection and Maintenance— 
Each carrier shall institute system- 
atic inspection and maintenance prac- 
tices, and maintain such records as 
record of inspection and repairs, lub- 
rication record, etc. 


196.3 Lubrication—Carrier shall in- 
stitute such procedures as may be 
necessary to insure that motor 
vehicles are properly lubricated; that 
proper action is taken to correct oil 
and grease leaks; that undue ac- 
cumulations of grease and oil are 
investigated, removed and the cause 
corrected, 


196.4 Unsafe Operations Forbidden 
—No motor carrier shall permit or 
require a driver to operate any motor 
vehicle revealed by inspection or op- 
eration to be in such condition that 
its operation would be hazardous or 
likely to result in a breakdown of the 
vehicle, nor shall any driver drive any 
vehicle which by reason of its me- 
chanical condition is so imminently 
hazardous to operate as to cause an 
accident or a breakdown of the ve- 
hicle. If while any vehicle is being 
operated on a highway, it is dis- 


“covered to be in such unsafe condi- 


tion, it shall be continued in operation 
only to the nearest place where re- 
pairs can be safely effected, and 
even such operations shall be con- 
ducted only if it be less hazardous 
to the public than permitting the 
vehicle to remain on the highway. 


196.5 “Out of Service” Vehicles— 
Prohibits operation of a vehicle de- 
clared out of service because of its 
mechanical condition. 


196.7 Driver Reports—Drivers are 
required to report each day, listing 
any defects discovered or reported to 
him during his tour of duty. 


Copies of the new regulations are 
available at 20c each from: Super- 
intendent of Documents, U. 8. Govern- 
ment Printing Office, Washington 25, 
D. C. 
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The Open Spot Market—What It Is 


It is pure coincidence, of course, that when the gov- 
ernment filed suit the other week against five major 
oil companies for alleged conspiracy in overseas as well 
as domestic operations, the American Petroleum Institute 
also issued a small booklet which undertakes to tell all 
about the open spot market. 


Almost ever since there has been any kind of an open 
spot market—even back in the days when kerosine and 
oil were sold by the wood barrel at a little circular 
desk on the main floor of the New York Produce Ex- 
change—the American “open spot market” has been 
important in foreign oil operations. It has been the 
base of most if not, at times, all world oil trading. 

This has been especially true of the Gulf Coast tanker 
cargo market which, for years, has been able to and 
actually has supplied most of the world’s needs for pe- 
troleum products. The industry all over the world has 
used this market for its price base or indicator, making 
settlements on the basis of the Gulf Coast price plus 
ocean freight, out of recognition of the Gulf Coast area’s 
domination of world markets through sheer size and lo- 
cation. During the last war, all settlements of war-oil 
supply contracts were made on this basis and following 
the war the U. S. followed the same practice, refusing 
to pay higher than prices shown by Platt’s Oilgram 
FOB the Gulf. 


Of late, it is true, of course, that companies have been 
switching to a Caribbean market for South America and 
ports closer to the Caribbean than to the U. S. Gulf 
Coast. And the Middle East companies have also started 
posting cargo prices in an open market FOB the Middle 
East. 


In the U. S. the dominant market for years on prod- 
ucts was “Group 3-Oklahoma,” until new crude sources, 
new refining points, products pipe lines, water trans- 
portation and other factors prompted the companies 
to establish other FOB points. But, wherever the base, 
there is still the “open spot market.” 


Thirty to 40 years and even less ago, the “open spot 
market” at “Group 3” in Oklahoma consisted of a large 
group of Independent refiners selling “unbranded” gaso- 
line in sales running all the way from single cars to 
train loads and more, with upwards of even 200 to 250 
of such sales made every day. As this volume of sales 
increased in size from individual refineries and to in- 
dividual jobbers, the number of the transactions between 
individual refiners and jobbers became too many to 
handle in a day-to-day market. Both parties needed as- 
surances for more than 24 hours that their needs would 
be taken care of. 


What was more important, the industry developed na- 
tional trade marks for gasoline and lube oil. Long term 
contracts came into use and these were based on the 
published “open tank car market.” However, in the 
late 1930’s the companies started basing these contracts 
on THEIR OWN INDIVIDUAL PUBLISHED prices. 
These prices were picked up by the price reporting media 
in the normal course of business because they were the 
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regular quotations and sales prices of the individua] com- 
panies, whether they based contracts on them or used 
the prices for single car sales. 

Obviously, as the volume of sales increased per re- 
fining company more and more study was given by each 
company to its prices. No longer were prices left to an 
assistant sales manager or even to a clerk to make on 
the spur of the moment when an inquiry came in from 
a buyer. Prices became the studied opinion of a num- 
ber of men, or a price committee or a whole department 


- of price experts. Prices consequently were not changing 


every hour or even every 10 minutes as had been the 
case in the early days of “Group 3.” Also the larger 
companies got to selling fewer and fewer single cars on 
these “‘spot markets” but did base their contract sales, 
covering many thousands of cars delivered every day, 
on them. 

The competition in these markets, therefore, was be- 
tween sales of a few thousand, or even more, cars in 
a day or a week, instead of between single car sales. 

This change caused some people to say that, because 
there was not and is not a loud clatter over single car 
sales, the “open spot” market had shrunk. These per- 
sons refused to see the big transactions where competi- 
tion was in many hundreds or thousands of car lots, as 
far more important than single car sales. These near- 
sighted ones saw only the sales of brokers and the few 
remaining small operators, 

The same narrow and incorrect view of the “open spot 
market” is reflected by the API’s new book on “Oil 
Prices and Competition”. This book calls it the “non- 
contractual market” and says the prices made in it by 
brokers and small refiners “have a large influence on 
long term contracts” and that the “tail is wagging the 
dog.” ‘The exact reverse is true. 

’ This book also says: 

“Hence oil men often say that in the last analysis 
THE wholesale price for gasoline is often led by the 
small, independent, or marginal refiner.” 

And it adds, “In a weak market it is this independent 
refiner’s distress gasoline sold through the broker which 
sets off a decline, and in 4 tight market it is the higher 
price which he can and does ask which starts the rise. 
Though only a small proportion of the total business 
is done this way the resulting prices have a very large 
influence on contract prices.” 


From a direct contact with the tank car market as 
it has been known in the industry for more than 44 years, 
we submit that this picture of the market does the com- 
panies and jobbers and other buyers who do business 
on the “spot market” an injustice. And at a most un- 
fortunate time, when the industry and its markets are 
under challenge, unjustifiably, by the government, 
through its Department of Justice and by the Federal 
Trade Commission, which in its “cartel report” uttered 
many downright misstatements about the tank car mar- 
ket and how it is reported. 

We thought to enter these few brief comments here so 
as to have them of record. 


49 











EDITORIALLY SPEAKING™ 





Comments from Readers: 


FROM: C. W. Georgi 
Technical director 
Research laboratories, 
Quaker State Oil Refining 
Corp., 
Buffalo, N. Y. 


I was much interested in the two 
“Letters to the Editor” which ap- 
peared in the February 4 and Febru- 
ary 18 issues of NPN, particularly 
since they both launched into quite 
vitriolic attacks on the article, “Are 
Motor Oil Additives Useful?” (NPN 
January 21, p. 74). 

It appears there are some vigorous 
supporters of the “thinning” types of 
packaged additives, as well as of 
those which supposedly provide “oil- 
iness” or “metal treatment”. 

Regarding the types of additives 
which thin out crankcase oils, I 
might call attention to the SAE 5W 
viscosity grade of motor oil, which 
was adopted by the Society of Auto- 
motive Engineers in 1950. In prior 
years most passenger car manu- 
facturers recommended addition of 
10% kerosine to SAE 10W motor 
oil to assure easy engine starting at 
temperatures lower than 10 below 
zero. But many car manufacturers 
weren’t happy about kerosine dilu- 
tion of motor oil (see “Sub-Zero Auto- 
motive Crankcase Oils”, S. A.E. 
Translations, July, 1948), with the end 
result the SAE 5W viscosity grade 
was devised and adopted. So, if 
very light oil is desired or required, 
there doesn’t seem to be any need to 
use diluents or “thinning” additives. 
If SAE 10W is too heavy for a 
particular need, then SAE 5W will 
surely fill the bill.. And with oil as 
light as SAE 5W, I’m sure no-auto- 
motive or lubrication engineer would 
recommend dilution or further thin- 
ning as a general practice. 

Another intriguing phase of crank- 
case additives comprises the so- 
called solid lubricants (graphite and 
moly disulfide) which purpo 
provide a metal or surface “treat- 
ment”. I'd like to recommend two 
excellent bulletins put out by the 
Climax Molybdenum Co. These con- 
tain some very interesting informa. 
tion on solid lubricants and solid 
lubricating films, but significantly, 
there are no statements that such are 
wonder-workers as motor oil addi- 
tives, even though they have proved 
valuable in numerous non-automotive 
applications as your article stated. 
Unfortunately, verbal or written 
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settled, and that’s to find out what 
engines say. It’s easy to make claims 
that such and such an additive will 
“surface treat”, or reduce engine 
wear, or improve lubrication, or de- 
crease friction, etc., etc. ‘And it’s 
equally easy to run tests in one 
type of laboratory apparatus or 
other to supposedly prove such claims. 
But the only real proof must still be 
what happens in engines. As your 
original article stated, “Engines don’t 
seem to be impressed with claims”, 
and the same applies .all too often 
with “laboratory tests”. 

As with many oil refiners and 
marketers, we maintain an exten- 
sive file of technical articles deal- 
ing with oils, additives and lubri- 
cation. (I’m referring to technical 
papers and articles published by the 
various automotive and lubrication 


societies, and not to advertising 
material). In reviewing large stacks 
of this technical literature, one 


rather significant fact becomes evi- 
dent. The types of oil additives 
which have the largest record of 
actual engine performance testing 
are the ones about which the most 
conservative claims are made. The 
types of oil additives or treatments 
about which the most appealing and 
exuberant claims are made don’t 
seem to have any engine test data 
recorded in the technical literature 
of any of the lubrication or auto- 
motive societies! 

There’s a large mass of published 
engine test data, which demonstrates 
the efficiency of certain basic metal 
sulfonates as preventives of low tem- 
perature and corrosive type engine 
wear, and as “detergers” of incipi- 
ent or existent varnish and sludge 
formations. But we haven’t been 
able to find one bit of sound en- 
gine test data in the _ technical 
literature (and believe me we've 
searched) on the effectiveness of such 
common additives as “thinners”, oil 
soluble lead soaps, chlorinated com- 
pounds, or the solid lubricants. 

If any of these types of materials, 
as often claimed, do produce remark- 
able lubrication improvement, or re- 
duction of engine friction, or in- 
creased power and fuel economy, it 
should be very simple to prove it 
by running typical engine power, 
fuel consumption, and friction curves, 
using a typical motor oil as is, 
and then with the additive or additives 
in question mixed into the same 
motor oil. 

In the same way, if any of these 
types of additives do reduce engine 
‘ wear, it should be readily demon- 
strated by comparative engine dyna- 
mometer tests at high speeds and 


loads, and aiso under light load cycling 
test operation, to get comparative 
data under both heavy duty and light 
duty operating conditions. Such tests 
would also produce interesting data 
on deposits, valve sticking, etc. If 
anyone has such engine test data, 
I’m sure any of the automotive or 
lubrication societies would be giad to 
have same presented for publication. 

Has anyone got any technically 
sound, comparative engine test data 
which substantiates any of the claims 
so frequently made for the contro- 
versial “thinner”, “oiliness”, “solid” or 
“metal treatment” types of packaged 
additives? 


* + * 


FROM: Thomas B, Crowley 
Oil Terminals Co., 
Pier 14, 
San Francisco 5, Calif. 


In your April 1, 1953, issue on page 
seven, “Ahead of the News” you men- 
tioned the storage problem of the 
military. 

We have a small bulk storage 
plant at Alviso, California, which is 
at the lower end of San Francisco 
Bay, served by barge. We have two 
8,000 bbl. tanks and four 5,000 bbl. 
tanks. The Navy has a large in- 
stallation at Moffett Field, four miles 
from our bulk depot. We have re- 
peatedly offered to reduce their trans- 
portation costs and increase their re- 
serve storage capacity by using our 
depot at Alviso for jet fuel and avia- 
tion gas. They have consistently re- 
fused to do so claiming that they 
could not make any savings, but on 
the other hand are now spending ap- 
proximately a half a million dollars 
to dredge a barge channel into Mof- 
fett Field and build storage on the 
field. It is thoroughly understand- 
able to us why no private commer- 
cial enterprise wants to build or of- 
fer oil storage for the military be- 
cause of the difficulties of doing busi- 
ness with them and the impossibility 
of making any deals. It seems to 
me the military is more interested in 
getting appropriations to build their 
own storage than they are in making 
reasonable arrangements with com- 
mercial enterprise. We have not 
asked for any long term deals but 
are merely willing to go along on a 
month-to-month basis with them but 
still could get no satisfaction. 

We are a very small unit in the 
oil industry but can appreciate the 
oil companies’ problems when dealing 
with the military. With the new ad- 
ministration in Washington it may 
be possible for the military to see a 
little more clearly the advantages of 
doing business with private enter- 
prise, and the oil companies would 
have a little more encouragement to- 
ward reserving adequate storage for 
the military. 
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A recent issue 

: of The Co-opera- 
tive Consumer, bi-monthly publica- 
tion of Consumers Co-operative Assn. 
of Kansas City, assails “those editors 
of oil trade journals who keep up a 
drum-fire of criticism of farmer co- 
operatives.” 

Foremost among “those editors,” 
we have no doubt, is the conductor of 
this column, who for the past several 
years has observed and commented 
on the type of unfair competition 
which enables petroleum co-ops to 
use their tax exempt privileges to 
expand, largely at the expense of In- 
dependent jobbers. 

The Consumer’s editorial is pegged 
to a recent speech before the Mis- 
souri Petroleum Assn. by Dr. Gustav 
Egloff of Universal Oil Products Co., 
in which he stressed the fact that 
the farmer is the oil industry’s big- 
gest customer. 

Through a distorted process of 
reasoning, the co-op organ proceeds 
to take oil writers to task on the 
theory that attacks on the co-ops’ 
tax status are attacks on every farm- 
er who uses petroleum. This is, of 
course, ridiculous reasoning since, de- 
spite the inroads constantly being 
made by co-ops, the great bulk of 
farmers still believe in the free en- 
terprise system and buy their prod- 
ucts accordingly. 


The Consumer’s attack on oil edi- 
tors says: 

“Farmers of this country use more 
than 210,000,000 bbis. of petroleum 
products annually, Dr. Egloff said, 
and the implication, of course, was 
that the industry should be ever re- 
spectful of the farmer market. 

“In view of this, it is interesting 
to consider how some spokesmen for 
the industry act toward farmers. We 
have in mind especially those editors 
of oil trade journals who keep up a 
drum-fire of criticism of farmer co- 
operatives. 

“Farmers may be the biggest cus- 
tomer group of the oil industry, but 
in view of these editors the farmers 
should keep their noses out of any 
phase of oil production, refining and 
marketing. 

“An attack on co-ops is an attack 
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Oil Industry Is a Friend of the Farmer 
Despite Co-op Views to the Contrary 


By Leonard Castle, Midwest Editor 


on a way of doing business that 
farmers generally have come to ac- 
cept. It is an attack on farmers. 
What a strange way to show respect 
for the most important customer 
group the industry has.” 


*- ¢ *@ 


To take up these points in order: 

The co-op paper was correct in say- 
ing that the oil industry should be 
ever respectful to the farmer market. 
Not only that—the industry is re- 
spectful, highly respectful, as evi- 
denced by its many projects to pro- 
mote the farmer’s welfare. To men- 
tion but a few: 

The API’s Agriculture Committee 
and individual companies, for several 
years through books, pamphlets and 
movies, have been telling farmers 
how to reclaim submarginal land 


Nobody ever 
wins price wars, 
“generally and broadly speaking.” 

This is the observation of M. D. 
DeTar, president of the Pennsylvania 
Petroleum Assn., in an editorial in 
the association’s publication Oil 
Light. And he speaks from on-the- 
scene knowledge because a gasoline 
price war has just ended in his ter- 
ritory. 

Mr. DeTar views the problem from 
an oil jobbers standpoint and his 
conclusions are worth studying. He 
says: 

“Most of the major suppliers have 
made heavy capital investments in 
this (Pennsylvania) field over the 
past few years, chiefly by the con- 
struction of new service stations. 
These investments must be protect- 
ed and thus management is quite 
sensitive to any deviation from the 
normal price structure, so much so 
that lower prices are usually met 


met mal 
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through grassland farming. Last year 
the committee issued a widely ac- 
claimed farm safety film. Indiana 
Standard is the long-time sponsor of 
a 4-H Club tractor maintenance pro- 
gram. Other companies are extreme- 
ly active along the same lines, Do 
these projects sound as though the 
oil industry was disrespectful of its 
farm customers? 


Neither the oil industry nor its 
trade publications contend that 
“farmers should keep their noses out 
of any phase of oil production, ~fin- 
ing and marketing.” The industry, 
including Independent jobbers, wel- 
comes clean competition and is ready 
at all times to battle anyone on even 
terms. It readily concedes that co- 
ops have a rightful place in the in- 
dustry if they follow the same rules 
that apply to private enterprise. 


Once the co-ops start paying taxes 
on the same basis as their private 
enterprise competitors, instead of us- 
ing tax money for expanding their 
operations, they’ll hear no more crit- 
icism from the oil industry or the oil 
trade press, including this column. 
When that day arrives, they'll be ac- 
cepted as a legitimate part of the oil 
industry. 


Jobber Leader Looks at Price Wars, 
Finds No Good Can Come From Them 


By Raymond E. Bjorkback, Eastern Editor 


quickly, thus forestalling any marked 
galionage shift. As the war persists 
dealer subsidies and rent reductions 
further reduce the product realiza- 
tion in the disturbed area. An in- 
evitable by-product of these wars is 
the bitterness which arises between 
the supplier and his outlets and often 
among the suppliers themselves with 
resulting bad publicity and lowered 
supplier prestige. 


“Generally, the jobber is in a pre- 
carious position in any price war. He 
must shoulder most of the same prob- 
lems as the major supplier while 
lacking the financial reserves to 
weather a prolonged disturbance of 
the market. Jobber margins are 
usually reduced in any below-normal 
market and any protection granted 
by his supplier is seldom better than 
a break-even figure even though he 
is in no way responsible for the pre- 
vailing condition. I am unable to 
imagine any set of circumstances 
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whereby the jobber derives any short 
or long range benefits from a price 
war. 

“It is hardly necessary to describe 
the plight of the individual dealer or 
the dealer group in any prolonged 
price-cutting situation, The dealer 
who happens to get an abnormal gain 
during this period soon learns that 
increased labor costs, longer working 
hours for himself and lower gross 
profits more than offset any antici- 
pated increase in net earnings. As 
to the dealer group, the fact that 
price reductions on petroleum prod- 
ucts do not stimulate added consump- 
tion precludes any possible benefits, 
financial or otherwise. The establish- 
ment and growth of dealer organiza- 
tions at local, state and national 
levels are the best testimonials on 
the harmful] efforts of price wars on 
these groups and it is noteworthy 
that such wars seldom occur in areas 
where strong dealer organizations 
exist. 

“Finally, the public does not bene- 
fit from price wars even though some 
slight personal saving would result 
from lower prices. If a price war is 
beneficial to any community, then it 
should be expanded to cover the 
county, the state or even the nation. 
The repercussions from the resulting 
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decline in earnings would carry not 
only through the entire oil industry 
but conceivably into our whole indus- 
trial system. It would present an- 
other cogent argument for those who 
contend that our free enterprise econ- 
omy cannot exist without strong gov- 
ernment supervision or even control. 
The loss of tax revenue to the gov- 
ernment (the public) should not be 
overlooked. Admittedly, prolonged 
price wars might eventually lead to 
some improvement in operating ef- 
ficiency in our business even to the 
elimination of individuals and com- 
panies. To me, this position takes 
its place alongside that of the phil- 
osopher who contended that wars 
between nations are necessary in or- 
der to kill off our surplus population. 

“As jobbers we can go through 
1953 in the knowledge that we are 
delivering the highest percentage of 
the potential in the history of the pe- 
troleum business. Supplies are ade- 
quate and, in the main, plentiful. 
About the only deterrent to a better 
earning picture is the hovering 
shadow of unstable markets. We can 
best serve ourselves and our segment 
of the industry by doing everything 
possible to prevent price wars or to 
work for a speedy settlement of those 
which may emerge.” 


New Union Contract Cuts Flexibility 
Of Los Angeles Multi-Pump Operators 


By Frank Breese, Pacific Coast Editor 


A new union 

contract accepted 

by a group of Independent Los An- 

geles multi-pump operators is signif- 

icant because it involves some vital 
economics. 

Under the agreement, operators 
who sign a contract are committed 
to pay station male help $1.20 an 
hour the first six months and then 
$1.35 an hour for a 48-hour work 
week. After 48 hours, the rate jumps 
to time and a half. A percentage 
formula also limits part-time help so 
an operator can’t employ a lot of 
part-time personnel to avoid over- 
time. 

Another thing, employes have to 
join the union after a month on the 
job; and they have to pay dues 
(which employers collect for the 
union) or face dismissal. 

Thus another element of flexibility 
is removed from the Independent 
multi-pump operation. 

Here’s why it’s significant: when 
they were self-serves, the multi- 
pumps could disregard manpower 
costs because they were small in 


relation to the volume. When com- 
petition compelled them to give com- 
plete service, or some service, man- 
power costs went up in relation to 
the revenue. And when volume 
slacked off, manpower costs suddenly 
became the dominant factor. 


Now with a floor on the wages and 
restrictions on part-time personnel, 
the factor becomes more sharply de- 
fined. 

This further means that the 
“organized” multi-pump operators are 
in circumstances comparable to 
Standard Stations, Inc., the only 
other large group of stations organ- 
ized by a union on the West Coast. 
There are others, of course, such as 
the San Francisco Petroleum Re- 
tailers Assn. And Union Oil has a 
wages and hours minimum for its 
company-owned stations, but there 
aren’t many of them. 


This situation puts a good many 
multi-pump operators in the position 
of working on a tight margin. Thus, 
they are unable to slash prices with 
the same abandon they once did. 


As Dan Lundberg, executive sec- 
retary of the Serve Yourself and 
Multiple Pump Association, pointed 
out, “A new type of chiseler has ap- 
peared.” s 

They are the private-brand deale 
running small operations, according 
to Mr. Lundberg. 

“Our serve-yourself stations hurt 
both major company and Independ- 
ent conventionals at the beginning,” 
said Mr. Lundberg. “A number of 
unbranded chiselers became _ serve- 
yourself entrepreneurs. And the orig- 
inal multi-pump operators were called 
chiselers. 

“Gradually they became respon- 
sible operators and were joined by 
other ethical businessmen. Now they 
have achieved what you might say 
is a position of respectability. Many 
conduct stable operations. 

“In fact, practically all of our 
members who raised their prices 2c 
per gal, in February, after controls 
went off, have kept their prices up. 

“The new breed of chiseler is hurt- 
ing some of those veteran Independ- 
ent multi-pump men. He has a small 
operation, enjoys more flexibility than 
the big-station dealers and is taking 
business away from them.” 

He cited the case of a private- 
brand conventional operator who had 
been pumping 20,000 gals. a month 
in metropolitan Los Angeles. Very 
good for a conventional; not so good 
for a multi-pump. He held his price 
for regular gasoline at 21.9c a gal. 
(including 6.5c gal. taxes), and is 
pumping 50,000 gals. a month. That’s 
pretty good for a multi-pump these 
days; and exceptional for a conven- 
tional. 

But if the multi-pumps drop to the 
old level to compete with the smaller 
stations, they'll get in trouble, said 
Mr. Lundberg. 


Before leaving the Serve Yourself 
and Multiple Pump Assn.’s new union 
agreement, it’s worth comparing some 
of the figures with Standard’s con- 
tract with the Western States Serv- 
ice Station Employes Union. 

Standard’s work week is 40 hours; 
the multi-pumps’ is 48 hours. 

Starting base pay at Standard sta- 
tions is $210 a month. It goes up 
to $217.50 after four months and to 
$227.50 after eight months. 

Starting base pay at multi-pump 
stations is the equivalent to nearly 
$250 .a month. After 6 months, it 
becomes $280 a month. 

However, Standard’s employes re- 
ceive a commission guarantee of $45 
a month. Actually the commission 
averages $65. 

So, Standard’s new employe has 
a minimum of $255 but really aver- 
ages $275 a month for a 40-hour work 
week. The multi-pump employe starts 
at $250 a month for a 48-hour work 
week. 
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What Oil Men Should Know About 1953 Cars 


Crankcase capacities of 1953 passenger cars are somewhat lower | 


than in 1952. 


Lubricant capacity of conventional and automatic 


transmissions, however, shows a slight increase. 

This data, and other information of value to oil company lubri- 
cation men and TBA personnel are included in a paper, “Engineer- 
ing Highlights of 1953 Passenger Cars,” by W. S. James, Fram 
Corp., presented before the SAE National Passenger Car, Body and 
Materials Meeting in Detroit recently. 

Mr. James makes these points: 


Engines—V-8 designs are becoming increasingly popular. 


pression ratios are still going up. 
Transmissions and Axles—Torque converters are gaining in popu- 


larity over fluid couplings. 


Com- 


Electrical Equipment—In some cases voltage doubled (6 to 12 
volts) and maximum generator output increased about 30%. 

Going into detail concerning much of the engineering data af- 
fecting the oil market, directly or indirectly, NPN presents a sum- 
mary of the highlights of Mr. James’ paper. 


* 


On the whole, 1953 cars are lower, 
somewhat narrower and possibly a 
little longer than 1952 cars. The 
wheelbase of 1952 and 1953 cars, 
however, is almost the same, with 
no change indicated. It is in over-all 
outside length where the increase is 
evident. 


Tread—In 1953 front-wheel tread 
increased slightly, but rear-wheel 
tread remained almost unchanged. 


Hood-Release Control—_There has 
been a marked increase in the num- 
ber of exterior hood-release controls. 
Apparently the interior control has 
been found unnecessary. 

1952 1953 

Type No. No. 
Interior 14 5 
Exterior 22 (61%) 38 (88%) 
Total . 3 43 


Windshield—-The trend toward 
curved windshields undoubtedly will 
affect the wiper market, at least in- 
sofar as the percentage of wipers 
for this type windshield is concerned. 
More 1953 cars have one-piece curved 
windshields. 


1952 


Type No. 
One-piece flat... 1 ; 
Two-piece flat.. 12 1 
Two-piece curved 6 
One-piece curved 18(49%) 40(87%) 

46 


Engine Compression Ratio—En- 
gines having compression ratios of 
8:1 and greater are all valve-in-head 
designs. Tabulation of compression 
ratios in 1952 and 1953 cars shows 
a definite increase in 1953 cars of 
possibly 0.2 compression ratio, and 
also shows a decided increase in the 


1953 
No. 
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maximum compression ratio used by 
production cars. 


1952 
Comp. Ratio No. 
6.5 and 6.6.... 2 
6.7 and 6.8.... 8) 
6.9 and 7.0.... 13 }68% 
7.1 and 7.2.... 4) 
7.3 and 7.4.... 2 
7.5 and 7.6.... 6 
7.7 and 7.8.... 1 
7.9 and 8.0.... 1 
8.1 and 8.2.... 
8.3 and 8.4.... 
8.5 and 8.6.... 


Total . Toh 30 


Valve Rotators—In 1953 there has 
been an increase in the number of 
engines using valve rotators. These 
are universally used on exhaust 
valves. 


1953 
No. 


No. No. 
With Without Total 
1952... 4(17%) 20 24 
1953... 8(25%) 24 32 


Hydraulic Lifters—There has been 
little change in the number of cars 
using hydraulic lifters in 1953 over 
1952. 


Year 


No. No. 
With #Without Total 
9(29%) 22 31 
10(31%) 22 32 


Recommended Gasoline (Standard 
Head)—<Approximately one-third of 
all 1953 cars are supposed to use 
premium fuel. No information was 
available on the recommendations for 
1952 cars. 


Gasoline Tank Capacity—tThere is 
an increase in gasoline tank capacity 
in 1953 cars. The capacity of 90% 


of 1953 cars is between 17 and 20 
gals. 

Capacity 
(Gals. 


1953 
No. 


1952 
No. 


engin a 2 
15-16 Ng 2 
13 } 80% ae 


17-18... 
19-20........ 15§ 19 
21-22... aaa ' 
Teel ee 40 
Air Cleaner—There is an increase 
in the number of cars using oil-bath 
and oil-wetted air cleaners. 
1952 1953 
Type No. No. 
Oil-bath . . 10(39%) 16(42%) 
Oil-wetted . 16 22 
Total .. 26 38 
Crankease Capacity—Engines in 
1953 cars have a somewhat lower oil 
capacity than those in 1952 cars. 
There has been an increase in engines 
with 4-qt. capacity. 
1952 
No. 
1(3%) 
18(60%) 
2(T%) 


1953 
No. 
5(15%) 
21(64%) 
1(3%) 
3(9%) 


3(9%) 
33 


Oil Filters—The number of engines 
equipped with part-flow filters has 
increased, and the number of engines 
with no oil filter has decreased. 
There has been a slight decrease in 
the percentage of cars using full-flow 
filters, although the actual number 
of full-flow filters is up from 8 to 10. 

1952 1953 
No. No. 
8(38%) 18(56%) 
8(38%) 10(31%) 
5 4 
32 


Regulated Voltage—The use of 12- 


volt systems has entered the picture 


in 1953, and there has been an ap- 
parent increase in the voltage regu- 
lator 6-volt systems, so that the regu- 
lated voltage has been raised ap- 
proximately half a volt. 
1952 
No. No. 
27) 20) 
1f§100% 686% 
4 


19538 
Voltage 
7.4-7.7 
7.8-8.1 
14.8-15.1 
30 

Thermostat—In 1953 there has 
been a reduction in the number of 
by-pass installations, and an increase 
in the number of choke-type instal- 
lations. 


Type 
By-pass .. 


1952 
No. 


17(61%) 


1953 

No. 
12(30%) 
28 
40 


.Thermostat Setting There has 
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been no change of significance be- 
tween the settings for 1953 and 1952. 
1952 1953 


Temp. Deg. F. No. _ No. 
. 14 15) 
MR aie of sax 15 § 82% 
ee. 3s a ee 5 
165-170... + 2 
| RI Ge 37 


Cooling System Capacity — There 
has been no material change in 1953 
over 1952. 


1952 1953 


No. 
8(20%) 

15) 

15 § 74% 
2 


40 


Fan Belt—There has been a defi- 
nite increase in the use of the nar- 
row (%-in.) fan belt in 1953. 

Type No, No. 

1952 1953 
Narrow %-in. ... 23(72%) 25(81%) 
Wide %-in. ..... 9 6 
IS ix so ee 31 


Lube Capacity Conventional Trans- 
mission—There has been an increase 
in the lubricant capacity of the stand- 
ard transmission in 1953 over 1952. 
The increase, however, is quite small. 


Capacity 1952 1953 
No. 
9 7 
11(46%) 14(56%) 
4 3 


24 


Automatic Transmissions—Al- 
though there has been an increase in 
the total number of cars equipped 
with automatic transmissions in 1953 
over 1952, the proportion of trans- 
missions using torque converters and 
using fluid couplings has remained 
the same. 


1952 1953 
Types No. No. 


Torque converter and gears 9 13 ° 


Fluid coupling and gears.. 10 12 
Total 25 
Oil Capacity—The oil capacity of 
the transmission for complete refill 
has been increased slightly in 1953, 
possibly one or two pints. 
Refill 1952 1953 
(Pts.) No. No. 
3 (gear box only) 4 
os 


Rear Axle Lube Capacity—There 
has been no change in the lubricant 
capacity of the axles between 1952 
and 1953. 

Steering (Type Available)—In 1953 
the increase in optional power steer- 
ing was very marked. The number 


Type 
‘ Direct-acting .. 


of cars with mechanical steering only 
was very definitely reduced. 


1952 


1953 
Type No. No. 
Mechanical only 26 14 
Power only.... 1 1 
} 26% 27 ; 67% 
42 


Rear Shock Absorbers—-There was 
no significant change in the type of 
rear shock. absorbers used in 1952 
and 1953 cars. 

1952 1953 
No. No. 
3 2 
Direct-acting .. 26(90%) 32(94%) 
Total . 29 34 

Front Shock Absorbers—The di- 
rect-acting type still predominates. 
1952 1953 
No. No. 

24(86%) — 

4 


28 42 
Relation of Front and Rear Tire 
Pressure—In 1953 there are a few 
more cars with tire pressures higher 
on the front wheels than the rear. 
1952 1953 
Relation No. No. 
Same ... .. 27(79%) 22(72%) 
Front higher... 7 8 
Total .. 34 30 
Rear Tire Pressure—Rear tire pres- 
sure has been reduced in 1953 as 
compared to 1952. 


1952 1953 
No. 
» 
4 


31(91%) 23(77%) 
“ts 1 


1 1 
30 
Front Tire Pressure—In 1953 the 
front tire pressure has been increased 
slightly over 1952. 
1952 1953 
No. No. 
26(76%) 22(73%) 
1 a 


7 
1 
30 

Oil Label Required 


Lubricating oil that has been re- 
processed in North Carolina now 
requires a label, “reprocessed” in 
letters at least one-half inch high, ac- 
cording to a bill passed by the North 
Carolina state senate last week. 


New Sinclair Distributor 


Sano Petroleum Co., New York, 
has taken on the distribution of Sin- 
clair products in Brooklyn and 
Queens, N. Y. Sano will handle Sin- 
clair’s full line of products through 
its 75 service stations and garages 
in the two boroughs. 


Plastic Roof Developed 
For Crude Oil Tanks 


A plastic blanket to take the place 
of metal roofs on crude oil storage 
tanks has been developed by Stand- 
ard Oil Co. (Ohio). 

Standard says the use of its plastic 
“microballoons”’ (microscopic- 
ally small hollow balls into which ni- 
trogen is sealed) could save the U. S. 
oil industry $60 million a year in cut- 
ting crude evaporation loss. Sohio has 
applied for patents, plans licensing to 
other companies. 

Made from an oil-derived resin, the 
microballoons vary in size from 0.0001 
to 0.003 of an inch, but average 0.001. 
Sohio has had 10,000 Ibs. manufac- 
tured to date at a cost of 80c per Ib. 
On that cost basis, a microballoon 
roof for a storage tank 100 feet in 
diameter would cost about $5,000. 
This represents a saving of $15,000 
to $25,000 over a steel floating roof 
for a newly constructed tank, Sohio 
says. 

Field tests in Ohio, Oklahoma and 
Ilinois have been gratifying, with 
the former four bbls.-per-100 evap- 
oration loss cut to about one-half bbl. 
per 100, or a reduction of about 
87.5%. 

Microballoons can be mixed with 
crude oil as it is piped into a stor- 
age tank, or spread over the surface 
of oil in a tank. 

A thickness of about one inch is 
desirable, A plastic blanket is formed, 
which rises and falls as oil is pumped 
into or out of a tank, 

Five years of intensive research on 
the project has been by Dr. Frank 
Veatch and his associates, Ralph 
Burhans and Richard Croft, in 
Sohio’s Chemical & Physical Re- 
search Division, under the direction 
of Dr. E. C. Hughes, division chief. 
Dr. Hughes said a paper on the de- 
velopment is planned for the API 
meeting in Chicago next November. 


Munson Named Secretary 
Of lowa Jobber Group 


Lyle Munson will become executive 
secretary of the Iowa Independent 
Oil Jobbers Assn. on July 1. 

Mr. Munson has been a member 
of the sales department of Calumet 
Refining Co. of Chicago for 27 years. 
The former association secretary, J. 
A. Dennis, retired last February after 
more than 5 years in that position. 


Burner Shipments Up 


Shipments of oil burners and bur- 
ner units rose to 45,000 in February, 
an increase of 7,000 from shipments 
for February, 1952. Total shipments 
for the first two months of 1953 were 
94,000; up 10,000 from a year ago, 
according to the Census Bureau. 
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CROWN CENTRAL'S star and wings symbol is highlighted on the billboard (top) 

as part of the highway safety campaign recently launched by the company. The sym- 

bol is a2 prominent feature in the design of the new service station (bottom) now 
being built throughout the company’s marketing area 


Safety Campaign Builds Good Will 


Crown Central Petroleum Corp. of 
Baltimore, is building public confi- 
dence and at the same time is push- 
ing its products in a co-ordinated ad- 
vertising and promotion campaign 
designed to increase highway safety. 

The new highway campaign was 
preceded by a 30-day “buildup” in 
which Crown Central used outdoor 
billboards and window posters to tell 
motorists te “Watch Crown”. The 
company emblem, a red star and 
wings, was used prominently to build 
public interest in the campaign. The 
company’s emblem is featured prom- 
inently in its new service station de- 
sign now being put into use through- 
out its marketing territory. 
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The safety drive is linked to 
Crown’s service stations throughout 
their eight-state marketing area and 
is built around a give-away in the 
form of a small “refilectorized” em- 
blem, with an adhesive backing for 
mounting on automobile rear bump- 
ers. 

According to Crown, the red sur- 
face of the emblem reflects the head- 
light beam from a following car. In 
the center of the emblem the word 
“Crown” is printed and these letters 
stand out in the direct beam of a 
headlight. Crown dealers are dis- 
tributing the emblems to motorists 
as premiums or on any other basis 
they see fit, the company said. 


Contest Spurs Salesmen 


A $10,000 cash prize contest is be- 
ing sponsored by Wynn Oil Co., ad- 
ditive manufacturers of Azusa, Calif., 
for Wynn distributors’ salesmen. 

Started on March 16, and running 
to May 16, the contest is based on 
points for products sold. A top prize 
of $1,000 will go to the salesman 
earning the highest number of points; 
$500 is the second prize, and $250 the 
third prize. The remaining $8,250 
will be split and awarded by indi- 
vidual distribution firms to high-point 
men in various areas. 

Wynn’s spring advertising features 
dealer services and oil company prod- 
ucts, as well as Wynn products. Re- 
prints of the ads have been made for 
dealers to mail to customers, 
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GUARANTEED Jubrication of cars, of- 
fered at Atlantic Refining stations, has 
been pushed in full-page ads such as 
this one that appeared recently in Phila- 
delphia Evening Bulletin. Names and 
addresses of dealers appear on border. 
Motorists having cars lubricated at Atlan- 
tic stations are guaranteed squeakproof 
driving for 1,000 miles or 30 days 


Sweet Promotion 


Chocolate candy bars that adver- 
tise may soon be a give-away item 
at service station grand openings and 
similar events. A Chicago candy 
manufacturer has copyrighted the 
idea and is putting the candy, with 
— advertising wrapper, on the mar- 

et. 
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J. P. Mosher, Jr., Market Editor, NPN and Piatt’ » Guanes 
Other OILGRAM News Bureaus: Cleveland (13) 1213 West 3rd 
4-5800 ¢ Washington (4), 1046 ‘National Press 


Service, 50 West 50th St., New York (20), Plaza 7-0044. 
CHerry 1-7672 ¢ Chicago ai, 520 N. Michigan Ave., MOhawk 


L Pree 
Press Buil Iding, Nicene’ § “3476 © Houston (2), 810 First National Bank Bidg.. ATwood 0412. 


‘Gas’ Prices Up in South, Kerosine Dips at Gulf 


Summer distillate discounts offered by Socony-Vacuum 
in New York State and New England, lower prices for 
kerosine and No. 2 fuel in cargo lots at the Gulf, and 
advances in gasoline prices by Kentucky Standard at 
points in Georgia and Kentucky, were among the princi- 
pal oil price developments in the closing days of April. 

Of interest pricewise also was an Argentine Govern- 
ment requirement for a cargo of lubricating oils that 
drew bids as low as 18.33c per gal. for solvent bright 
stock, FOB vessel at the Gulf (see p. 59), or about 8c 
per gal. lower than similar business closed late last 
year. 


Other specialty products news included the beginning 
of shipments of propane to underground storage reser- 
voirs in the Mid-Continent. Wax prices were firmer at 
New York, while natural gasoline quotations held un- 
changed at last summer’s “lows”. 


Seasonally, refiners were in the period of “changeover” 
from heating oil to gasoline. 

Socony-Vacuum reported a summer discount of 0.5c gal. 
to buyers of kerosine, No. 2 fuel, and Diesel fuel, all 
methods of delivery except metropolitan New York tank 
wagon, at points in New York State and New England. 
The “discount” off the company’s posted prices was ef- 
fective April 28, Socony said, and will extend through 
Sept. 30. 


In metropolitan New York City, Socony reduced its 
tank wagon prices for kerosine, No. 2 fuel, and Diesel 
oil by 0.3c per gal., effective May 1 (see p. 65), and in 
addition announced a discount of 0.5c on deliveries of 
kerosine and No. 2 fuel in excess of 300 gals. 

With the offering of summer discounts in the North- 
east by Socony, virtually all large eastern marketers 
are now granting 0.5c summer fill allowances on distil- 
lates. 


At the Gulf, “as a reflection of the lower distillate 
market along the East Coast,’”’ one major refiner reported 
he was quoting kerosine in cargo lots at 8.5c and No, 2 
fuel at 7.5c, both prices down 0.5c from this refiner’s 
previous quotations and from the generally quoted prices 
for these products in cargo lots, The same refiner boosted 
his aviation gasolines 0.5c to: Grade 115/145, 18.25c; 
Grade 100/130, 17.25c; and Grade 91/96, 16.25c. 


In the Southeast, Standard Oil Co. (Kentucky) reported 
increases averaging 0.2c per gal. in its gasoline prices 
at a number of principal points in its five-state market- 
ing territory—Alabama, Florida, Georgia, Kentucky and 
Mississippi. The “adjustments,” company said, generally 
were to “new normal bases” and generally at points 
where the (old) Office of Price Stabilization levels did 
not reflect up-to-date market conditions. At Savannah, 
Jacksonville and Port Everglades, Standard’s tank car 
price for Crown (regular) gasoline was increased 0.1c 
to 12.7c; at Port Tampa, 0.2c to 12.6c. Company’s new 
tank wagon prices are shown in the table on p. 65. 

While no other price changes on gasoline of a general 


nature were reported, the majority of refiners said that 
shipments of the product were showing marked improve- 
ment over those of 30 days ago. 

In the Gulf cargo market, octane ratings for top- 
grade premium and regular apparently have risen one 
point to the level reached prior to lead use restrictions in 
the summer of 1951—93 oct. ASTM Research Method 
for premium and 87 oct. Research regular, according to 
NPN check of major and Independent refiners. Beginning 
with this issue, the Gulf Coast cargo price table. in NPN 
reflects the upward adjustments on top-quality gaso- 
line octane ratings. 


In the field of public bids, on two identical items of 
125,000 bbls. of No. 6 fuel for delivery to the New York 
Transit System’s 59th Street Power Plant by barge 
during the 12-month period beginning July 1, New Eng- 
land Petroleum Corp, bid $2.16 per bbl., or 6c higher 
than the current New York Harbor barge price, FOB 
terminals. Paragon Oil Co. bid $2.18 per bbl. on Item 
1 and $2.10 on Item 2, with the latter price not effective 
until full delivery had been taken against Item 1. 


" Offers to supply the Port of New York Authority with 
Nos. 2, 4 and 6 fuel oils were made by 22 suppliers (see 
p. 59). 

The highlight of specialty markets was a boost of 
0.5c per Ib. in its fully-refined domestic wax prices at 
refineries by Socony-Vacuum on May 1. The company’s 
new prices (slabs, loose) for fully-refined grades at New 
York are: 125-130 AMP, 7.95c Ib.; 133-140 AMP, 8.05c. 

Across the border in Canada, Imperial Oil Limited re- 
ported reductions of 5c per bbl. in its prices for bunker 
“C” fuel oil at Sarnia and for light fuel at Toronto, both 
in Ontario. Imperial’s new prices at these points, ex 
terminals, in Canadian currency per bbl. of 35 Imperial 
gals., are: Sarnia, $2.91; Toronto, $3.58. 

Of foreign prices generally, observers were saying that 
it is inevitable that sooner or later world oil prices will 
fall into two hemispheric categories, one based on the 
“dollar” market in the U. S. Gulf, and the other on 
the “soft” currency market in the Persian Gulf. For 
a report of the increasing self-sufficiency in oil of 
the United Kingdom and the other price reductions that 
followed government decontrol see p. 59. 

Hartford, Miami, and Milwaukee figured in retail 
gasoline price developments, details of which follow, with 
state and federal taxes shown in parentheses, 

Hartford (6c)—A major marketer offered 2c “verbal 
allowance” to his dealers in a new outbreak of price 
cuts. Supplier’s new price, after allowance, nets dealers 
11.9c, and move was followed by most marketers in the 
area. So-called “normal” tank wagon for regular is 
15.1c. The tank wagon cuts followed reductions at re- 
tail, generally 1 to 2c, and private brands selling at 
14.9¢c have been “met on the nose” by many outlets han- 
dling major brands. 


Miami (9c)—Retail price ietiteg hit this city, with 


NATIONAL PETROLEUM NEWS 








Oil PRICE SECTION 





Summary of Daily Gasoline Prices (April 28 through May 4) 














Mard-y Friday yf Wednesday suseteg 
Motor Gasoline 93 Oct. (Premium): May 4 May 1 April April 29 April 
N, Tex. (Texas & New Mex. shpt.).. 12.75-13.25 12.75-13.25 12. 75-13.25 12.75-13.25 12.75-13.25 
eo Sh eee 13°35 133s i235 12:25 
Cent. W. ‘Tex. (Truck Tusp.) 2.01... tee st oe pre > ger) § 
Motor Gasoline 90 Oct. (Premium): 
Okla., Group 3 (Okla. shpt.) ........ pee er (3)11.5-11. sate 2) (3)11.5-11. TO. 2 (3)11.5-11.875(2) (3)11.5-11.875(2) 
, Group 3 (Northern shpt.)...... (6) 11.375- (6)11.375- (6)11.375- (6)11.375-11.875 (6)11.375-11.87. 
Midwestern (Group 3 basis) ......... (4)11.375-11.875 (4)11. S7o-11, 875 (4)11. 375-11 875 (4)11.375-11.875 (4)11.375-11.875 
N, Tex. (Texas & New Mex. mt} 12-12.75(2 12-12.75(2) 1212.75(2 12-12.75(2) 12-12.75(2) 
[ei tees 6 ERED 6 URED 66UREn 6 itiin 
ME ned de dae buoyed ¢ . 4 . 11. . . 
Cent. W. Tex, (Truck Tnsp.) ........ 12 12 12 12 
Motor Gasoline 88 Oct. (Premium) : 
N, Tex, (Texas & New Mex. shpt.).. 11.75 11.75 11.75 11.75 11.75 
W. Tex, (Texas £2 _ Mex. shpt.).. 12 12 12 
EB. Tex. (Truck Tnsp.) ............-. 11.75 11.75 11.75 11.75 11.75 
Motor Gasoline 84 on Praia 
Okla., Group 3 (Okla, shpt.) ........ (4)10.5-10.825 (4)10.5-10.875 (4)10.5-10.8 (4)10.5-10. (4)10.5-10.875 
Okla.. Group 3 (Northern shpt.)...... (6)10.375-10.625(2) (6)10.375-10.625(2) (6)10.375-10.625(2) (6) 10.375-10.625(2) (6)10.375-10.625(2) 
No ren or ty g SB RGR. « occccscn 5)10.375-10. (5)10.375-10.625 (5)10.375-1 (5)10.375-1 (5) 10.375-10,625 
N, = ——¥ New Mex, shpt.).. (2)10.75-11.7 (2)10. 75-11.7 (2) 10. 75-11.7 (2)10.75-11 (2)10.75-11.7 
(Texas fon” Mex. shpt.).. 10.75-11.25 10.75-11.25 10.75-11.25 10.75-11.25 10.75-11.25 
= Tex CEIUEE: TR.) « ccccceveccess 10.75-11.25 10.75-11.25 10.75-11.25 10.75-11.25 10.75-11.25 
Motor Gasoline 82 pane ae 
u. Tex. (Texas & New Mex. shpt.).. 10.75-11.25 10.75-11.25 10. 75-11.25 10.75-11.25 10.75-11.25 
(True LD wecceveccseues 10.75 10.75 10.75 10.75 10.75 
Sent. W. Tex. (Truck Tnsp.) . 10.75 1 10.75 10.75 10.75 
Motor Gasoline 60 Oct. M & below: 
Gute. Group 3 (Onde, ST Secickes 9.625-10.125 9.625-10.125 9.625-10.125 9.625-10.125 9.625-10.1 
Okla.. 3 (Northern shpt.) ..... 9.5-9.875(2) Py oy hd 9.5-9.875(2) 9. ‘3 “wy 9.5-8.875(2) 
Midwestern (Group 3 basis) ......... 9.625-9.875 9.625-9.875 9.625-9.8 9.6 9.625-9.875 
N, Tex. (Texas New Mex, shpt. }: - (2)9,75-10.8 (2)9.75-10.8 (2)9.75-10.8 (209 re13S.. (2)9.75-10.8 
W. Tex, (Texas & New Mex. shpt.).. 10.25-10.5 10.25-10.5 10.25-10.5 0.25-10. 10, 25-10.5 
Tex. ( k P-) pes dwausbobves 9.875-10.5 9.875-10.5 9.875-10.5 5875-10-58 9.875-10.5 
Sent. W. Tex. (Truck Tnsp.) ........ 10 10 10 10 10 
Motor Gasoline 92 Oct. (Premium): 
New York harbor .........ccceesenes 13.85-15 85- 13.85-15 13.35-15 3.85-15 
New York harbor, barges ............ 13.75-14.9 13.75-14.9 13.75-14.9 13.75-14.9 13.75-14.9 
PUREED, vcclnbeescecccvenewicceds 15. 15-15.2 15- 15.15-15.2 15.15-15.2 15.15-15.2 
Philadelphia, barges ...........ses5- 15.05 05 15.05 15.05 5.05 
ESPs ec bie e cece swudhesesee 12.9-15(2) 12.9-15(2) 12.9-15(2) 12.9-15(2) 12.9-15(2) 
Baltimore, barges .......-.ecsesevevns 12.8 2.8 12.8 2.8 
Motor Gasoline 90 Oct. (Premium) 
New York harbor .............c00555 13.85 13.85 13.85 13.85 13.85 
New York harbor, barges ............ 13 13 13 13 13 
Philadelphia, barges ...........1.22:: tie Soh artic meen Dy pe 
D  aroes eens btage sb west 64ae>e 12.9-13.1 12.9-13.1 12.9-13.1 12.9-13.1 12.9-13.1 
Baltimore, barges ............sesee- 12.8-13 12.8-13 12.8-13 12.8-13 12.8-13 
Motor Gasoline 86 Oct. (Regular) : 
New York harbor ee (2) 38.05-28. 6 (so2n 05-22. 6 (2)12.85-13.6 (2) 12.85-13.6 
New York _harbor, ‘barges .: (3)12-13.4 (3)12-13.4 (3)12-13.4 (3)12-13.4 
Philadelphia ................ (2)13.7-13. H (2)13.7-13.9 (2)13.7-13.9 (2)13.7-13.9 
Philadelphia, rere 13.6-1 13.6-13.8 3.6-13.8 13.6-13.8 
UID” 050 0:50:00 56d5.00 serene neesseee TK $-13. 4 11.9-13.5 11.9-13.5 11.9-13.5 
Baltimore, barges ...........--.0se05- 1.8-12 1.8-12 1.8-12 11.8-12 
Motor Gasoline: ' 
Western Penna., ee eee 
Pe ee 754 2 13.75(2) 13.75(2 13.75(2) 13.75(2) 
86 Oct. (Regular) pabLebh «94 eucbekin 12.75(2) 12.75(2) i2-73(2) 12.75(2) 12.75(2) 
Western Penna., Oil City: 
Sera GOLD xs 03 ceaeri cocederee 13.75-13.9 13.75-13.9 13.75-13.9 13.75-13.9 13.75-13.9 
86 Oct, (Reguiar; Siew whes betaete 12.75-12.9(2) 12.75-12.9(2) 12.75-12.9(2) 12.75-12.9(2) 12.75-12.9(2) 
Western ae apenas 
90 Oct. hoe doe ola at oe tenes 13.9(2) 13.9(2) 13.9(2) 13.9(2 3.9(2) 
86 Oct. CReeuides Purl eer egeioey 12.9(2) 12.9(2) ER TES i212) 2.9(2) 


—— 





postings down 2 to 4c at most stations, Tank wagon 
prices also were off 3.3c to 11.9c for regular-grade. Re- 
tail outlets handling major brands for the most part 
were posting, after reductions, 15.9c or 16.9c. The low- 
est private brand price was reported at 12.9c. 

Milwaukee (6c)—-An “octane war” is going on in this 
city, NPN sources said, with dealer tank wagon prices 
for premium gasoline hiked 0.5¢ to 18.1c by several large 
marketers, and dealers boosting pump prices the same 
amount to 23.9c, The area is described as a “testing 
ground” for public reaction to hard-hitting advertising 
of premium gasolines, (see story on p. 44). 


GULF COAST 
Kerosine, No. 2 Fuel Off 0.5c 


Kerosine and No. 2 fuel quotations for cargo lots at 
the Gulf fell 0.5c per gal. the past week while aviation 
gasoline prices were higher following revisions in his 
eargo price schedule by a major refiner. Meanwhile, 
refiners said the motor gasoline market “at last” was 
showing some signs of life. 

The major refiner who reduced his kerosine prices 
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for cargo lots to 8.5c and No. 2 fuel to 7.5c, said the 
cuts were made “to reflect the lower distillate market 
along the East Coast.” At the same time, this refiner 
advanced his prices for aviation gasoline by 0.5c to: 
Grade 115/145, 18.25c; Grade 100/130, 17.25c; and Grade 
91/96, 16.25c. 

Other price developments included the quotation of 
12.25¢c for 93 oct. premium gasoline by three Independent 
refiners, and top-quality motor gasoline, according to 
an NPN check, generally was testing 93 oct. for prem- 
ium and 87 oct. for regular, up one full octane number. 
In still another gasoline price development, a major whose 
price had been 11.25c for 86 oct, regular-grade reported 
that he was now asking same price for 87 oct. 

Sales of several barge lots of bunker “C” fuel at $1.70, 
and also two river tows of low sulfur bunker “C” fuel 
at $1.75, were disclosed. Most trade sources said the 
only demand that appeared “vigorous” was for heavy 
fuel, although it was reported widely that some inquiries 
were appearing for 83 oct. regular-grade, a product that 
has been neglected since purchases for “export’’ to the 
West Coast more than a month ago. 

As for the past month, distillates generally were in 
free supply, and the export call for gas oils appears to 
have eased considerably. 
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ATLANTIC COAST 
‘Summer’ Prices Quoted Generally 


The last week in April saw the advent of “summer 
prices” for distillate fuel oils at most points north of 
South Carolina along the eastern seaboard. 

Gasoline at Savannah was 0.l1c higher when Standard 
Oil Co. (Kentucky) advanced its tank car quotation at 
that point to 12.7c, Heavy fuel prices were unchanged 
and firm. 

Following Esso’s summer-fill announcement on April 
27 (see April 29 NPN, p. 29), the majority of eastern 
marketers offered similar 0.5c allowances for deliveries 
of kerosine, No, 2 fuel, and Diesel oil, and prices at a 
few Independent terminals at New York Harbor actually 
were reduced in the same amount. 

Quotations reported for No. 2 fuel at New York Har- 
bor ranged upward from 9.25c for tank car lots and 
9.15c for barge lots, down 0.5c per gal. 

Aftermath of the summer-fill announcements was that 
resellers were checking markets carefully, particularly 
those jobbers who purchase from a number of suppliers. 
One major, for example, who said that he had delayed 
offering the 0.5c discount on distillates until he had 
studied the situation thoroughly, disclosed that his sales 
at the yard level “fell off to nothing.” 

One effect of summer prices was to draw buyers who 
normally purchase at Greensboro, N. C., or at other term- 
inals along the Plantation Pipe Line, to the seaboard at 
Wilmington and Morehead City for their supplies. It 
was pointed out by Esso and several other suppliers that 
the 0.5c discount applied “at all points where increases 
were granted last year by the Office of Price Stabiliza- 
tion.” Since the OPS advances last summer were granted 
on the basis of ocean freight rates being high, prices 
along the Plantation line were not increased at that time, 
and as result, are not subject to the latest discount. 

Trading at all points was quiet. A few inquiries from 
upstate buyers were placed at New York Harbor for 
bunker “C” fuel oil, and heavy fuel generally was said 
to be closely held at $2.10, the prevailing barge quota- 
tion. An Independent reported that his next two cargo 
arrivals of heavy fuel were needed to pay off product 
loans he had arranged early in April, 

Offerings of No. 6 fuel in barges at New York Harbor 


were reported “light” at $2.10. On the other hand, it - 


was said that should prices rise to the $2.13-2.14 range, 
or higher, several large utility buyers at points from 
New York Harbor to Norfolk would start increasing their 
purchases of bituminous coal. 


MIDWESTERN (Chicago-E. St. Lovis Area) 
No. 6 Fuel Price Range Widens 


Quotations for No. 6 fuel widened with a 5c increase 
on the range high in Midwest last week when two re- 
finers reported similar increases in their prices. Although 
interest in light fuels was scant, tank car marketers 
said spot prices were somewhat firmer as result of last 
month’s 10-day cold spell that had cut deeply into Great 
Lakes Pipe Line terminal inventories. Gasoline remained 
firm, but little activity was noted. 

There was considerable pro and con discussion in the 
trade as to degree of firmness in No. 6 fuel. Some 
traders said there were large inventories of No. 6 fuel 
vel Mid-Continent, but buyers were holding to the side- 

es. 

Two refiners, on the other hand, raised their prices 5c 
pd weed gy bbl., — 3. Quotations of other refiners 

unchanged, however, ward from 
$0.85. Unsettlement in heavy jon oo Pe sm demon- 
strated when one refiner reported he had completed a 
contract and was “out of market” until next fall, but 
at the same time, a tank car marketer reported buy- 





ing 10,000 bbls. of No. 6 (no sulfur guarantee) at $0.75, 
for resale, and May shipment. 

Railroads said they were paying flat price of $0.90 
for No. 6 over May. Several traders said current strength 
in residuals apparently as confined to low-sulfur grades. 


CHICAGO DISTRICT 


Interest Turns Toward Gasoline 


There was definite switch of trade interest to gasoline 
in Chicago District last week, but open market trading 
continued relatively quiet, nevertheless. Residual fuels 
were firm with suppliers reporting inventories in good 
balance. Movement of light fuels was indicated as in- 
significant. Prices were unchanged for all products. 

Call for gasoline from contract customers continued 
its steady rise, according to refiners, but lack of “bar- 
gains” tended to keep open market trading at minimum, 
One purchase of 50,000 gals. of regular-grade gasoline 
at 11.875c, Chicago District, for resale, was disclosed. 
Tank car marketers offered this grade from 12 to 12.25c; 
refiners’ quotations ranged from 12.1 to 12.625c. 


CENTRAL MICHIGAN 


Refinery Strikes Tighten Gasoline 


Gasoline was tighter in Central Michigan last week 
following strike at a second refinery supplying product 
to the state, according to trade sources. Light fuels 
were of little interest and some refiners said their in- 
ventories were up slightly. Residual] fuels still had their 
“good and bad” marketing areas. Refiners’ prices were 
unchanged and no trading disclosed. 

Gasoline was held closely following strike at Aurora 
Gasoline Co.’s 35,000 b/d Detroit refinery on April 26. 
Gulf’s 40,000 b/d Toledo, Ohio, plant has been down since 
Feb. 27 because of strike. 


Residual Remains Strong 


Residual fuel was still described by a number of re- 
finers and marketers as “tight” in the Mid-Continent the 
past week and prices, at least in the resale market, were 
reported stronger. There was little change in status 
of other products, with gasoline demand still just about 
normal for late April, distillates and lubricating oils slow. 

Only one refiner—in Oklahoma—reported increase in 
his residual fuel price to trade.@He advanced his quo- 
tation 5c, to $0.95. But resellers, reports indicated, were 
having to pay higher prices, with majority of refiners 
asking $0.85 or $0.90, Group 3 basis, on material offered 
for resale. 

Majority of refiners said main reason for “tightness” 
of residual was conversion on part of many refiners to 
asphalt and road oil production during recent weeks. 
Meanwhile, residual demand has remained just about 
as good as it was during peak of winter season. 

Arkansas refiner reported his octane rating was up 
two points, and his price 0.25c, for premium gasoline. 
His new quotation is 12c for 90 oct. Research premium. 
No other changes were reported in gasoline prices, and 
demand was described as “just about normal for this 
time of year.” Withdrawals at northern pipe line termi- 
nals remained fair, and local sales were generally good 
except in Central West Texas, where one refiner said 
his shipments were off because of dry weather and dust 
storms, 

Diesel fuel also remained slow in West Texas, while 
Nos. 1, 2 and 3 sales were negligible. Refiners, however, 
generally said they were in good shape on inventories. 

South, Texas lubricating oil sales to Mexico were de- 
scribed as “excellent” by one refiner, but domestic de- 
mand continued light for coastal oils as well as for 
most other grades of Mid-Continent lubes. 
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WESTERN PENNA. 
Cylinder Stock Prices Off 1c 


Prices reported for cylinder stocks were off 1c in 
Western Penna. the week ended May 1 while all other 
prices were unchanged. Lower cylinder stock prices fol- 
lowed reports of easiness over past several weeks; status 
of all other products was unchanged. 

-Bulk lubricating oils remained inactive while demand 
was steady for branded lubes, gasoline, and light fuels, 
Scale wax continued strongest product. 

New low cylinder stock prices were as follows: 600 s.r. 
18c; 650 s.r.-19c; 600 flash 21c; 630 flash 26c. Inter- 
refinery offerings were being made at still lower prices, 
it was said, with lack of interest in these oils contributing 
to what some sources described as “slowest market ever” 
for bulk lubes. 

Neutral 200 vis., was reported “firm” at 26c, the low 
quoted price, with inter-refinery offerings at 25 to 26c; 
bright stock reportedly was “fairly firm” at 24c, with 
inter-refinery trading at 23c. Several sources said 150 
vis. neutral was “weak” at 22c. 

Scale wax demand continued active and this product, 
along with crude (dark green) petrolatum were the only 
two items in tight supply for prompt shipment. Re- 
finers reported sold up positions on wax for 30 to 60 
days, indicating in the former case that they did not 
wish to make commitments beyond May despite active 
inquiry. Sales were disclosed at 4.25 to 4.5c. One re- 
finer who reported May sales at 4.25c said he had set 
his June price at 4.5c and was getting orders. 

Some heating oil demand still persisted at end of April 
and industrial demand for light fuels continued good. 
Gasoline demand, while not yet in warm weather stride, 
was “satisfactory,” most refiners said. 


Britain Nears Self-Sufficiency in Oil 


LONDON (By Special Correspondent)—Reduction in 
tanker freight rates and ample supplies available of home- 
refined preducts have now brought about expected lower- 
ing of petroleum product prices in Britain. 

All petroleum products have been freed from govern- 
ment control, which, since beginning of February, has been 
confined to maximum price control only, and based ac- 
tually on gentleman’s understanding between government 
and oil companies. 

Now that this last control has disappeared, the day is 
obviously not far distant when Britain will be virtually 
independent of refined product imports, observers here be- 
lieve, In fact, the trend actually is toward export of these 
products produced from an ever-increasing volume of low- 
dollar-content Middle East crudes which are now being 
imported. It is significant to note that British exports of 
principal refined products were double in 1952 what they 
were in 1951. 

Motor spirit (gasoline) at the pump is now 3/4d per 
Imperial gal. cheaper (approximately 0.725c per U. S. gal.), 
with standard grades at 4s 2d (48.6c) and most premium 
grades at 4s 5d (51.5c) in London and other inner zones 
(within 15 miles of main importing centers). 

Several companies also have announced price reductions 
(per Imperial gal. with U. 8. gal. equivalent in parenthe- 
ses) as follows: Aviation fuels, 3/4d to 1d (0.725 to 1.08c); 
burning oils, 3/4d (0.725c); vaporizing oil, 1d (1.08c); 





Crude Oil Prices 


No changes reported in crude prices in week 
ended May 2. For complete price schedules, see 
April 29 NPN, p. 38-39, 
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NPN Gasoline Index 


Dealer T.W Tank Oar 
SET hcocechcccgcncesccsen 15.38*° 11.80 
Month AgO «....ecesesseuese yo 11.78 


Wome AGW ooccecpicccscreces 15.30 11.54 

Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities. 

Tank car index is pace rag - age BOE pete | Syed 
markets for regular-grade ine, refineries or 
minals: Okla., Midwest, W. Penna., Calif., N. Y¥. Harbor, 
Philade)phia, Jacksonville, Boston and Gulf Coast. 

*Previous figures revised to read as follows: March 9, 
15.35; March 16, 15.36; March 23, 30, April 6, 13, 15.34; 
April 26, 15.37; April 27, 15.38. 











DERV (Diesel), 5/8d (0.604c) ; light fuel oil, 7/8d (0.646c); 
and heavy fuel oil, 5/8d to 7/8d (0.604 to 0.846c), accord- 
ing to zone. 

Trade sources believe these price reductions will be 
maintained, with some stating that other rising costs ab- 
sorbed portion of saving resulting from recent tanker 
freight rate cut, thus preventing more appreciable price 
reductions being passed on to consumers. 


Lubes Quoted Lower to Argentina 


Prices sharply lower for lubricating oils than those paid 
by Argentine government last December were quoted in 
bids submitted to the South American Republic in New 
York April 29 for June lifting. 

Apparent low bid at New York for solvent bright stock 
April 29 was 18.33c per gal., FOB vessel, in bulk, as com- 
pared with last paid price of 26.92c, and apparent low bid 
for 500 vis. solvent neutral in bulk was 14.64c as against 
last December price of 17.9c. Tender calls for one-port 
loading of bulk material, however, and award may not 
necessarily be made to lowest bidder on single item, it 
was explained at government’s offices here. 

It is also expected that other bids are being tendered in 
Buenos Aires April 29, details of which will not be dis- 
closed in New York for week or 10 days. 

Details of bids submitted in New York follow. Prices 
for items requested in drums are FAS Gulf port, except as 
noted. Prices for bulk items are FOB vessel at the Gulf, 
except as noted. (*) indicates exception or exceptions 
taken to specifications. 

Item 1—Solvent neutral, 300 vis. in drums—3,000 cubic meters (ap- 
proximately 790,000 gals.): Asiatic Petroleum Corp., 23.42c; Colum- 
bus Export Corp., 24.8c; aw Oil Corp., 23.46c; Gulf Ot Bays 
27.25e(*); Penola Oli Co., 24.5¢; Petroleum Specialties, Inc., 


Sinclair Refining Co. (in vali 14.40c; The Texas Co., as. S50c) 
Victory Oil Corp., 25.85c, Philadelphia. 


Item 2—Solvent neutral, 500 vis. in drums, 3,000 cubic meters (ap- 
prximately ag 000 gals.): Asiatic, 24.84c; Columbus, 26.3c; Commerce, 
25.36c; W. Dick & Co., 30.75c; Gulf, 28.60(*) ; Penola, 26.5c; Petro- 
leum dpesiattion 26.65c ; Victory, 27. Te, Philadelphia. 


Item 2-A—Solvent neutral, 500 vis. in bulk (17.9c) 3,000 cubic me- 
ters (approximately gals.): Asiatic, 14.64c; Columbus, 16.6c; 
Commerce, 14.73¢; W. B. Dick, 18c; Gulf, 16.35c(*); Penola, 15.5¢; 
Union Trading Co., 15.5c. 


Item 3—Solvent bright stock in bulk (26.92c)—4,000 cubic meters 
(approximately 1,056,000 .): Asiatic, 18.64c; Columbus, 20.7¢; 
Commerce, 18.33¢; W. _ Dick, 19. Te(*) 3 Gulf, 20.5¢(*) ; Olls, Inc., 
(2,000 as 34 meters) 22c Penola, 19¢; Socony-Vacuum, 20.5¢, Pauls- 
boro, N. J.,; Union ‘Trading 19.7e. 


N.Y. Port Authority Fuel Oil Bids 


Prices ran, upward from 10.25c gal. fcr No. 2 fuel, 
7.52c for No. 4 fuel, 8.31c for No. 5 fuel, and 5.16c gal. for 
No. 6, were tendered to Port Authority of New York April 
28 for tank wagon delivery to its various installations in 
metropolitan New York area during 12-month period be- 
ginning June 15, 1953. 

ae03 cone suppliers submitted bids covering the 2,- 


gals. of various grade of fuel oil sought by the 
Port Authority. 


Low bids compare with following current tank wagon 
postings of principal major suppliers in New York City as 
follows: No. 2, 13.2c; No. 4, 10.85c; and No. 6, 5.97c. 

Apparent low bids follow, with activity, grade of fuel, 
quantity, bidder, and price shown in that order. Activities 
are in Manhattan except as noted. 
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Prices at Refineries and Terminals and by Tank Wagon 


PRICES IN EFFECT MAY 4 


Prices herewith are reproduced from Pilatt’s OILGRAM Daily Oi! distribution or publication. During period of short supply, some sellers 

Price Service, iated ional Petroleum News, whose rep- and at times ail sellers, withhold quotations to new customers or the 
resentatives in all NPN-OILGRAM offices devote their time exclusively posting of firm prices but give OJLGRAM the prices they otherwise 
to reporting oi seg Rigen tht See meng would quote to the trade in general and which they confine to their 
Prices Se cen Hees Selees OF NEneeNnS oo omnes effets regular customers only, and such prices appear in the price tables. 
or posted prices by refiners, by terminal operators, and by Gasoline ratings are by ASTM Research Method and are minimum 
ee eee eee for current sales and shipments; for the busi- letter 


ness day or period 


OKLA., Group 3 (Okla. shpt.) 

90 Oct, Prem, .......+6s «+ (3)11.5-11.875(2) 
G6 Si. BOO, cesitd ce scenes (4)10.5-10.875 
60 Oct. M & below ....... 9.625—10. 125 
OKLA., Group 3 (Northern shpt.) 

00 Oct, Prem, ....cvccuves (6)11.375-11.875 
84 Oct. Reg. .... . .(6)10.375—-10.625(2) 
60 Oct. M & below ...... 9.5-9.875(2) 


MIDWESTERN (Group 3 basis) 

90 Oct. Prem, ............(€4)11.375-11.875 
84 Oct. Reg. .............€5)10.375-10.625 
60 Oct. M & below ...... 9.625-9.875 


93 Oct. Prem, ............ 12.75-13.25 
90 Oct, Prem, . veecs eX ge 
88 Oct. Prem, . ate 1.75 
84 Oct, Reg. ..... evees * ¢2)20.75-41.7 
BD Oats eRe i caiccccaecee 10,75-11.25 
60 Oct. M & below ....... (2)9.75-10.8 






W. TEX. (Texas & New Mex, shpt.) 

93 Oct, Prem. .......s06.- 12.5 
90 Oct. Prem, . 12-12.75 
88 Oct. Prem. . 12 
& Oct. Reg. .. 10.75-11.25 
60 Oct, M & below ...... 10.25-10.5 
E. TEX. (Truck transport lots) 

98 Oct, Prem. . 12. 
90 Oct. Prem. . 11.75-12.75 
88 Oct. Prem, . 11.7 
84 Oct. Reg. .. 10.75-11.25 
SB Oat, TO, sec ccvcescscs 10.75 
60 Oct. M & below ....... 9.875-10.5 


oS 
924 
= 


8s 
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90 Oct. Prem. 

88 Oct, Prem. 

84 Oct. Reg. . 

82 Oct. Reg. ..... 

@0 Oct. M & below 

WESTERN PENNA, 

Bradford-Warren: 

90 Oot, Prem. .......005+. 13.75(2) 
OB Get. Re. svcrcciceccecs 12.75(2) 
Ou City: 

90 Oct, Prom, ....0.c.00:. 13.75-13.9 
BB Oct. Reg. ceccoccccesss 12.75-12.9(2) 
Pittebargh: 

90 Oct. Prem, .........45. 13.9(2) 
SO Oats RaBi cic ceee cesses 12.9(2) 
OHIO—Quotations of 8.0. Ohio for delivery to 
Ohio points: ’ 


8 
zg 


ROB. csccccecccess 13.5 


i 
sal 





stated; except Tank Wagon prices, 
bulk lots such as tank car, truck transport, barge; oa arenes 
eS eee designated ; 
ion whee 6 cam to 
gh gh dE 


are for 


Te- Service invoice. 


CALIFORNIA 

Les Angeles Dist.: 
90 Oct, Prem. ........-. (2)14.1-18.1 
80 Oct. Reg, ...... eveese (€2)13.1-16.6 


90 Oct. Prem, ......... 17.85-18.6 

80 Oct. ReB. ..ccccecee 15.85-16.1 
San Joaquin Valley Dist.: 

90 Oct. Prem. ......... 17.85-18.6 

80 Oct, Reg, . eeeceee 15.85-16.1 


KEROSINE, GAS & FUEL OILS 


OKLA., Group 3 (Okla. shpt.) 


GORD: WM | ctitiei be cecs cece 8.375-8 

42-44 WLW, occ cecccccccecs 8.375-0(2) 
Peslkrdkseeee 375-8.75 

58 & above D.I. Diesel. > (2)8. ret = 





No. 2 fuel Betesce sees se: 185 
BOR SOO ci ccwyowese ces 7.25-7.76 
No, 6 fuel ...... eoesscose $0.85-1.20 
OKLA., Group 3 (Northern shpt.) 

41-43 w.w. . «+ (3)8.375-8.75 
42-44 w.w. (4)8.376-8.76(2) 
SORRD -OE . onc ob dc cccce 8.125-8.5 

58 & above D (3)8.125-8.625 
No. 1 fuel 7.63.5 
No, 2 fuel . wy 

No, 3 fuel . (2)7.26-7.75 
BO: DBE Sie crecccceces $0.85-1. 
MIDWESTERN (Group 3 basis) 

41-43 W.W. ........ seeveeee (3)8.375-8.6256 
42-44 WLW. once ccceecccee (4)8.375-8.625(2) 


58 & above Di Diesel. . eve > (2)8.125-8.375(2) 
ee Ee ere 7.5-8.375 
7.25-7.73 


$0.85-0.95(2)x 


N, TEX. (Texas & New Mex. shpt.) 
41-43 rat eeseseccececess (2)8.75-9.5(2) 


= ‘& above Dt. Diesel... . (2)8.5-9.25 
No, 6 fuel .........+.... (2)$0.90-1.50 
W. TEX. (Texas & New Mex, shpt.) 
41-43 eae Pore rTerererir 


8.75 
42-44 w Ra dv eve 9.26-10.25 
os & oneve Dx. Diesel. ... 


No, 1 fuel ....s.cses00e. 8, 750.252) 

POO BE BEM wcnccdcdccccoes 8.5-9 

WG, GS SOG ocvcecvevcccces $0.90-1.75 
EX. (Truck transport lots) 

41-43 = oe Segenesooees 9-9.25(2) 

42-44 w. dcp $dweeceees 9(3) 

58 nae DL Diesel... . 8.25-9.25 

ee errr 9.125 

ee eae are 

BUG, | Pade  ciccccesest $1.10-1.85 

CENT, W. TEX. (Truck transport lots) 

41-43 W.w. ........ Pecses 

58 & above D.I, Diesel.. 8.75 

He, 1 BOG. cosccceccccecces ows 

Ps EE a Ab psbevececs 8 

We, © TM occccccsccccccs PeTT 

BBD. DB GO. -o dcvancdscccess $1.25 


42-44 WLW. one cccecsess 8.625-9.75 
52 & below D.I. Diesel. ... 8.5-9.125 
58 & above D.I, Diesel.... 8.5-9 
et” eae 8.376-9.5 
No, 2 fuel ....-.000--+- (2)7.75-0.125 
i I OEE wanes cacesccecs $1.40-1.475 
No. 6 fuel ..... i db ake és $1.00-1.28 


For complete price service delivered daily from nearest OJILGRAM 
; re- ee ee ara eames Sas Renate, Gees 
Ee By 8h Annual! 


Platt’s 
. 8.: $150 per year, payable in advance. 


ARK. (For shipment to Ark, & La.) 
GBB WiW. cc cccecccccce 8.875 


11.25-11.95 
11(2) 
10.75-11.2 
10.75-11.2 
10.25 
(2)11.25-11.65 
10.75-11.15 
10.5-10.75(2) 
10.5 
10.5 





(2)11.4-11.65 
10.66 






11.35 
(3)10.65-10.75 
10.525-10.65 


Range Of) .....sseceees 11.6-12.25 
46-49 w.w. kero, ......0% 11.65~-12.4 
P.W, distillate .......... (2)11.6-12(2) 
No, 2 fuel ......eeeeeee+ (2)10.T%-11L5 
No. 3 fuel ....... oe cece 10.375—11(3) 
UGE, GOO OF ioc cite cects «7.75-9.7 

Me. GD TUG ccccccccccocs (3)6.25-8. 25 
1S. GB BOE. cccccccccsvces (4)6-8 


OHIO—Quotations of 8.0. Ohio for delivery to 
Ohio points: 


eee 11.9 
WO 2 BR ccc cwccccccces 11.7 
No, 2 fuel ...... seni Blasi 10.7 
Diesel (Light & Med.).... 11.7 
OALIFORNIA 


San Joaquin Valley Dist.: 


4043 WW. sc cccccssccccce 14.4-14.8 
Heavy fuel (PS 400) ..... $2.06-2.15 
Laight fuel (PS 300) ...... $2.85(2) 
Diesel fuel (PS 200) ..... 12.2-13.3 
Stove dist, (PS 100) ..... 13.7-14.8 
San Francisco Dist.: 

Wl edb eat cdedeses 14.3-14.8 
Heavy fuel (PS 400) 06-2.15 
Léght fuel (PS 300) .. $2.35(2) 





Stove dist. (PS 100) ..... 
Les Angeles Dist.: 

40-43 WLW. .....ceceeeess (2)13,.8-14.3 
Heavy fuel (PS 400) .....  $1.80-210 


Light fuel (PS 300) ...... $2.26-2.30(3) 
Diesel fuel (PS 200) .... 10.26-13.2 
Stove dist. (PS 100) ...... 10.5~-14.7 


NATURAL GASOLINE 


(Group 3 & Breckenridge prices are to biend- 

ers on freight basis shown below. Shipments 

may yr ore in any Mid-Continent manufac- 
) 


GEREO BETO oon cs cescccces 5.5( Quotations) 
5 (Quotations) 
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OlL PRICE SECTION 





LUBRICATING OILS 


WESTERN PENNA. 
pin Bathe Pl mp or offers reliably 
reported, to jobbers & compounders only. 


Viscous Neutrais—No, 3 col. ~~ at 70° F. 200 
Vis, a at 100°) 420-425 fi 


| ea ae Renee 28.5 
15 Bet. i. Dap Wb thedeeaoes seo 27.5 
ie Abb'oc we eh teuccs secs 26(3) 
= via. (143 at 100°) 400-405 fi 
oe 5600 0006 soso eda 24.5 
iS B. 6 hope cccesé ceseees 23.5 
25 p.t. nes vane S 22(4) 
Bright Stocks 
145-155 vis. at 210°, 540-550 fl. No. 8 col. 
Ds bine db vccesicescse 26.5 
) Teer 25.5 
25 p.t. es (2)24-25(3) 
Stocks 
600 s.r. _— iva réovy «18-20 
GSO Wai see's a re Py x19-20 
Ok eer «21-24 
SD a sedeccncccachie x26—28 


MIDOONTINENT LUBES 
FOB Tulsa basis, for domestic shipment only. 


Stocks, vis. at 210° Neutrals, vis. at 

100°, 0-10 p.p. 
Neutral Oils—Conventional 
Pale Oils Col, 
60-85 vis. 3. 11-12 
86-110 vis. , a Bt ee 11.5-12.25 
150 vis. 3.. 11.75-12.5 
180 vis. Be cccesietoce 12,25— 
200 vis. Dy soweviwe ces 12.25-13 
250 vis. Becsewhvoness 12.75~-13.25 
280 vis. Bic 00. s6eeuwbse 13-13.5 
300 vis. 13.25-13.75 
Bright Stock—Conventional 
200 vis. D: 

10-25 p.p. ... 23.5 
150-160 vis. D: 

- 2. Be 20.5-22 

10-25 p.p. 20-22 
120 vis. D: 

OD occ cc ve0c'se nes 19.6-21 
150-160 vis. 0-10 p. p., 95 v.i (2)23-24(3) 
a Sr (2)14-15(3) 
BOOMER, o veccevvesiste (2)14.5-15.5(3) 

WES Show on ct cee copunes (2)15.5-16.5(2) 


Stocks 
600 s.r., olive green ...... 18 
GULF COAST—Seivent Refined Labes. 


From Mid-Continent grade crude. Prices FOB 
ship at Gulf for export. 


Vis, at 210° 

150-160 vis., 0-10 pour 

test, 95 v.i. (2)20.5-23.25 
Neutral Olle—Vis. ‘at 100° 95 yt o— p.t. 
100 vis. .. 5 13(3) 
200 vis (nis. Her 
Se ere Se 1543) 
500 vis x16.5-17(3) 


SOUTH TEXAS LUBES 
(Vis. at 100° F. FOB 8S. Tex., refineries for 
domestic and/or export shipment.) 


PALE OILS: 
pt ie 6 >.) nas (5)10.5-11 
TB vccteccdscvceces 5)12-13 
iat; ebegnennceecepee (5) 13-14 
SOO 2Y-BY% oe cece eeeee (5) 14-16 
TEP DR ccesvivovscceves (5) 15-16 
BROT OSG ccc ccdsiocsccevs )16-17 
BE Occ cede Senvascocce (3)17-18(3) 
RED OILS 
DEP KD: cbs veccaccccccere (4)10.5-11 
BOD BE nce ce cccvccccces 
Be BB cbc ccovccccveses (5)13-14 
SP ME: 0 cewasesocdétoes (5)14-15 
A ea (5) 15-16 
BO BD. new cstacsecsoes. (5)16-17 
SE >. ~ congboder cede’ (5)17-18 
WESTERN PENNA. 
(Bbis., carloads; tank car, 1 to 1.5¢ less.» 
GROW WHEE onc ccccctccces (2)6.875-7.375 
Soft White .......ssesees (3)6.625-7. 
Lily white ........eeeeee (2)6.375-7 
Cream white ........+++:+. (2)6-6.75 
Gott yellow 22... ccceceees 5(3) 
Light amber ...........«.. (3) 
REE oc cctrcvcccencicvecs (3)4. 
BS ey ee 4.5-4.75(2) 
MAY 6, 1953 


Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT MAY 4 
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VENTALARM WHISTLING Tank Fill Signal 


2\ 


by y SCULLY SIGNAL COMPANY Cambrldge al. te Mass. 


5 én ; 
a tnt i 
ok beaiee| 
ode ' 


Canadian Licensee: EMPIRE BRASS MFG. CO. LTD. Toronto, Ontario 











Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New Yerk 











METAL CLAD TANK INSULATION 


Our Welded Web insulation method is incorporated within standard 
specifications of five major oil companies—all repeat order customers. 


This procedure permanently protects perishable insulation on Asphalt 
and Bunker “C” Tanks. 


No costly painting—ever—with rust-proof aluminum. 

and Now: A METAL CLAD ROOF SYSTEM 
welded to the deck, accommodating any insulation—any thickness. 
This adaptation of side wall procedure, possesses the unique ad- 


vantage of a rugged promenade surface. Proof positive against 
wind and weather. 


BLOMELEY ENGINEERING CORPORATION 


Hobart Bidg. Perth Amboy, N. J. PErth Amboy 4-0473 








COMPLETE DAILY OlL PRICE SERVICE 
DIRECT from the Nation's Leading Oil Centers 


Timely, reliable market information when you need it most—delivered 
at your desk—by fastest mail—every morning! Buying, selling, trading 
facts! Accurate, daily price reporting of more than 600 different prices 
of petroleum products from the nation’s leading oil centers. Rapid-fire 
market fluctuations compiled, recorded, produced and released through 
private wire facilities—backed by more than 30 years of expert NEWS 
and PRICE service publishing experience. SPECIAL!! One week trial 
subscription with our compliments. Just send your request on your regu- 
lar business letterhead. No obli- 
gation on your part whatsoever! 
Mail your request today! Platt's 
OILGRAM Price Service, 1213 
W. 3rd. St., Cleveland 13, Ohio. 


Get the OILGRAM Habit! 
Read OILGRAM Daily— 


MONDAY through FRIDAY 








A McGRAW HILL PUBLICATION 
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Oil PRICE SECTION 





WESTERN PENNA, (T.C., in Bulk) 
White Orude Scale: 

eeesecoces 4.25-4.5(3) 
ecoveccces 4.25-4.5(3) 


cartons. 
N.Y. Domestic N.Y. Export 
5.6(2) 5.1-5.6(2) 
7.45 eees 
(2)7.45-7 .95x 7-8.15(3) 
(2)7.45-7 .95x 7-8.15(3) 


sess 7.1-8.25 
(2)7 .55-8 . 05x BS a -1-8. ane) 
- 05x 7.6-8. 15 
3 7.8-9 





Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries, 
pipe line terminals and inland waterway barge 
terminals. 


Motor Gasoline 
88 Oct. Prem, ......+..++++ 12.85-13.625 
82 Oct, Reg. ....-.+-eeees (3)12,1-12.625 
Light Fuel Oils 
MANGO GH scccccccesactes cree. 375—11.125 
We DB BOG ccciccesccese .3T5—-10(2) 


No, 5, high sulfur ....... 6.25-6.5(2) 
No. GEE 61.0 ose 00 (2)5.35-6.05 
No 6, high sulfur ....... 


os Group 3) 


toddard solvent .......... 11.375(3) 
Sseneens naphtha ......... 11,.875(2) 
V.M.&P, naphtha ...... 11.875(4) 
Mineral spirits ........+++. 10.875(4) 

ibber solvent ......... 11.875(3) 
Lacquer diluent .......... -+(2)12.125-12.375 
Benzol diluent ...........- (2)13.125-13.625 
} yaad PENNA. 

Ol City: 
Stoddard solvent @oseccsecs 14 
Stoddard qutvent esbovccees 15(3) 


png pape of 8.0. Ohio for delivery to 


to points: ‘ 

V.M.&P, naphtha’ .........+..++- 17.0 
Mineral spirits & stoddard solvent 16.0 
Rubber solvent .......-secsecees+ 14,875 


E. TEXAS (Truck Trnspt, hes 


Stoddard solvent ......... 11.25 
CENT. W. a eee Geneyt a. 
Stoddard solvent .......... 10.5 
KANSAS (For Kans. Dest’n. only) 
Stoddard Bod eeeescccee 11.8 
ATLANTIO COAST 
a. Mineral 
New York 
Harbor ..... 17(4) 16(5) 
Philadelphia .. 16.5(4) 15.5(5) 
ie: exbe 15.5(3) 
17.54) 16.5(5) 
oeve 16.5(4) 





Commercial Industrial 
District Propane Propane 
N. ¥. Harbor .... 8 8 
Philadelphia .... 8(3) 8(3) 
Baltimore ........ coos 








Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT MAY 4 
ATLANTIC & GULF COASTS 


Prices are of refiners, ES Se See Sees 008 of weeks wentan® qpueniem, 
FOB their terminals, Ships’ bunkers prices are exclusive of lighterage. 


92 Oct. 90 Oct. 86 Oct. 83 Oct. Kerosine 
District Prem, Gasoline Prem. Gasoline Reg. Gasoline Reg. Gasoline No. 1 Fuel* # 
N. Y. Harbor 13.85-15 13.85 (2)12.85-13.6 ‘ased x(2)10.25-10.75(17) 
do barges . 13.75-14.9 13 (3)12-13.4 ie (3)10.1-10.65(16) 
Albany ..... 14.2-15.2(4) 14.2 - 12.7-13.7(6) esos 11.05(9) 
Baltimore .. 12.9-15(2) 12.9-13.1 11.9-13.5 aaen 10.85(10) 
do barges. 12.8 12.8-13 11.8-12 awn 10.75(9) 
Baton Rouge eeee Saye : cece _ 9.7 
eeeee 14.95-15.7 14.95-15.2 13.7(9) 12.7 10.95(16) 
Charieston ..(2)13.8-14.475 aes (2)12.3-12.475 osee (3)10.7-10.9(2) 
Corpus Christi 12.5-13.5 12.5 11.5(2) eeee cove 
esses  12,25-13.3 12.25-13.3 (2)11.25-11.3 per 9.25-9.75 
do parges .(2)12.25-13.3 12.25 11.25-11.3 duns 9-9.25 
Jacksonville . %13.3-13.7x 13.3-13.6(2) 12.3-12.7x vane 11.4(11) 
BAER wcccce = ases 13.6 12.6 ecee 11.5(2) 
Mobile ...... 13.4(3) 13.4 12.4(3) ease 10.4(4) 
New Haven... 15(3) 15 13.5(3) esa 10.95(8) 
New Orleans. 12.6 eeee 11.6 11.3 9.7-10.15 
do barges. 12.6 wase 1.6 11.3 9.7-9.95 
Norfolk ..... 12.9-14.6 12.9x 11.9-12.6 cure 10.75(7) 
Pensacola ... 13.4 13.4 12.4 er 10.4(2) 
Philadelphia . 15.15-15.2 dees (2)13.7-13.9 Sese 10.86(10) 
do barges . 15.05 aves 13.6-13.8 ovwe 10.75(10) 
Pt. Everglades(2)13. 6-13.7x 13.6 (3) 12.6-12.7x aa. 11.545) 
Portland .... 15.05-15.3(3) 15.05-15.3 13.8(4) e aa 11.05(9) 
Providence ..  14.95-15.2(3) 14.95-15.2 13.715 ein 10.95(9) 
Savannah ... %13.4-13.7(2)f cose «12.4-12.7(2)t edd 11.45(7) 
{a ike ee x13.3-13.6x 13.3-13.4 12.3-12.6x pee 11.15(8) 
waves 13.05-14.55(2) 13.05x 12.05-12.55 12.05 (3) 10.7-10.9(4) 


(t) Correct price for April 27 was 13.6-13.7; (%) correct price for April 27 was 12.3-12.7; shown 
incorrectly in April 29 NPN. 


Diesel Oil Light Diesel 





Gas House Shore Plants* # Ships’ Bunkers # 
No. 2 Fuel*# Gas Oll* # No. 4 Fuel No. 5 Fuel (50 cet., 55 4.1.) (45 cet., 45 4.1.) 

N. Y¥. Harb.x(2)9.25-9.75(17) 9.85 (10)$3.07-3.63 $2.62 (8)10.15-10.25  $4.24(4) 

do bargeen(3)9. 15-9. a! «s+» (€10)3.04-3.53 2.59 ceee cece 
Albany ..... 0.05(12 10.45 3.82 eses 10.46(4) eos 
Baltimore .. by Se¢i1). 9.95 3.10(2) 10.2515) 4.24(4) 

do barges. 9.75(6) aane 3.04(2) oees oete 
Baton Rouge 8.4 8.8 ooee 3.8 3.49 

do barges. .... one’ cous seee 

eseee 9.95(16) 10.35 cose 10.35(6) 4.27-4.28(2) 

Charleston . 9.9(5) cece eoee (2) .18(2) 
Houston ... 8.625-8.75 cove cose 8.5(2) 3.49(6) 

do barges. (2)8-8.5 cone 2.35 esee 
Jacksonville. 10.4(8) oese eos 10.4(6) 4.431(5) 
Miami ..... 10.5 eee ease 10.5(2) 4.473(2) 
Mobile .....  9.5(2) eave esas 9.5 ovee 
New Haven. 9.95(10) seee 3.20 10.35(5) pees 
New Orleans 8.5-8.7(3) eee cece 8.7-9.1(2) 3.49(3) 

do barges. 8.7 eees cose eoes cose 
Norfolk .... 9.75(6) 10.15 3.05 2.60 10.15(4) 4.19-4.24(2) 
Philadelphia, 9.85(10) 9.95 (3)3.08-3.10 2.84(6) 10.25(8) 4.24(4) 

do barges. 9.75(9) ouse eves wees eee eese 
Pt. Everglades 10.5(4) «sees eeee ees 10.5(5) 4.473(3) 
Portland ... 10.05(9) 10.45 cone wees 10.45(4) eons 
Providence . 9.95(9) 10.35 osee 3.06(3) * 35(4) 4.28 
Savannah .. 10.45(7) Sone 2.71 eeée 0.45(5) 4.452(5) 
a esee 10.25(5) omae nab wees 10. 25(6) 4.368(5) 

MLC. cies §=699. 07) 9.9 ene 10(2) 4.18(3) 





No. 6 Fuel No. 6 Fuel Bunker O Heavy 
No. 6 Fuel No Sulfur No.¢ Fuel Max. 1% Fuel Diesei 
No Sulfur Guarantee Max. 1% Sulfur Ships’ Ships’ 
Guarantee Barges Barges Bunkers Bunkers 
N, Y. Harb. $2.13(13) $2.10(15) $2.20-2.28  $2.20-2.25(3) $2.10(10) $3.91(4) 
Albany .. 2.45 oton e660 cose osee cose 
2.16(5) 2.10(4) 2.28 2.25 2.10(4) 3.91(2) 
Baton Rouge 1.73 1.70 ~ eess Fas, 1.70(2) 3.24 
Boston ..... 2.17(6) 2.14(5) 2.29 2.29 2.14(5) eee 
Chari : 2.08(2) 2.05(3) oes eece 2.05(3) sess 
Christi 1.73 1.70 eses eeee 1.70(2) 3.15 
m ...(€2)1.70-1.75 1.70(5) wees wre (11)1.70-1.85 3.24(5) 
Jacksonville. 2. 2.02(6) . 
sees 1.97(3) 1.97(3) 
Mobile ..... 1.78 1. osée aece 75 esee 
New Haven. 2.15(3) 2.12 ones wikia 2.12 sam 
New Orleans 1.73(2) 1.70(2) cove ease 1.70(4) 3.24(2) 
Norfolk .... 2,.11(3) 2.08(4) ouve cove 2.08(5) eone 
Pensacola .. sess 2.00-2.05 eese or 2.0C-2.05 esos 
Philadelphia. 2.13(8) ante 2.28(5) 2.25(5) 34 3.91(4) 
Pt. E 2.00(2) 1.97(2) er eece B seee 
> gag 2.1T-2.20 14 2.14 
Providence . 2.14(5) 2.11(4) 2.32-2.39 2.29 2.11(3) 
Savannah . 08( 2.05(4) ese eece 2.05(5) 
Tampa .... 1.97(5) 1.94(4) 1.94(5) 
yr eee 


(*) At Atlantic Coast refineries and terminals south of Maryland, and at Tampa, prices of some 
sellers to bulk commercial consumers are 0.15¢ higher than prices shown above. 

(#) During period April 27-Sept. 30, prices of some sellers at points north of and including 
Charleston are subject to 0.5¢ gal. (2lc bbl.) summer-fill discount. 
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Oil PRICE SECTION 





Refinery & Terminal Prices (Continued) | 

PRICES IN EFFECT MAY 4 | 

GULF COAST—CARGOES, DOMESTIC & EXPORT, ALL PORTS 
| 


Cargo prices are FOB ship at U. S 8. Guif, minimum of 20,000 bbis., and are by refiners only to 
other refiners, export agents, or tanker terminal queratens, ‘The figure in parentheses after each 
price indicates the number of companies quoting that price. 
Aviation Gasoline CMIL-F-5578) 























Grade 115/145 ...... Pere 824 | 
NOR BONIII a co oo 00 cnn Kab danheneheoccneone 16-17 20 
TOD BEIOO  onc.de.s sede te ts te cbne bettas cctdna x16-16 . 25x REPUBLIC 
eee See | OL REFINING CO. 
93 Oct. Premium ....n.cscccccccccessececeses 13(2)-12.25(5) | Refiners 
CP ROG, DOMED noe cc cdcvdccvdeccccces eves ccese 11.75-12-12.25 | pene Ca 
8 ae eee ee ee and 
83 Oct, Regular .............cccccccecesseesss 10,6-10.75-11-11.125-11.25 Marketers Products 
MINS <> opens ahiethicn cole ids boos Bae ot ahawe seesees 10,875-10.6-11 
70-72 Oct. M Leaded ..... SU Ahi Rasen (2 10-10. 125-10. 25-10. 75 Main Offices: Refinery, 
Kerosine & Light Fuels : 
41-43 w.w, kerosine ...............-000+ ened x8.5-9-9.125 | | Pittsburgh, Pa. Texas City, Texas 
os aio dk nls nade dann x7.5-8(3)-8.25 } 
Diesel & Gas 
43-47 Diesel index ....... cc cece ccccses eeeeeess 8,.125(2)-8.25(2) —_—— 
Ce SE GOO 5 os nsnsceck bp eb ncaa pa 8.25(2)-8.375(2)-8.5 . 
GEE en GHEE. o.0 0 cveccc ce heteedusese cobns 8.375(2)-8 .5-8 .625 
Heavy Fuels—Cargoes 
TR RR it) (Se $2.35(2)-$2.50 
Bunker C Fuel ........ $1.60(6)-1.65-1.70-1.85 


MIDDLE EAST CRUDE PRICES 


| 
Posted Export Prices of Socony-Vacuum Overseas Supply Co. for Sale in Cargo Lots. | 
(Prices are per bbl. of 42 U. 8S. gals., exclusive of local port or other governmental charges, | 
sales taxes, etc., if any; FOB point indicated, for gravities shown; 2c per bbl. differential per 
somes os gravity applies for gravities below and above those shown.) 








Price API Effective 
Crude Per Bbi. FOB Point Gravity Date 
— $1.75 me a Saudi Arabia ==° ~_ 1, ame 
f D 2.29 idon, Lebanon 36-36. Feb. 5,1 | 
Iraq 167 Fao, ‘Iraq 32-329 Dee. 24, 1951 ANK CAR BUYERS 
! ies 2.29 ee he ee Syria env 4 Feb. 5, 1963 ” 
tar 1.81 mm , Qatar 39-39.9 Nov. 1, 1951 e ©, 
Uniform High Quality 
VENEZUELAN CRUDE PRICES 
Prices are of Creole Petroleum Corp, for sale and/or purchase of cargo-lot quantities FOB DEEP ROCK i CORPORATION 
deepwater terminals at ports named, and are subject to crane availability and company’s require- ONE 2-435} 
ments; 2c per bbl. differential per degree of yA applies for gravities below and above those ; KLA 
shown, except for Lagunillas Heavy for which price shown applies tn. mag B oe gravity. he 
applicable for each cargo is that in effect at time vessel tenders for loading, For purchases mad 
H in fields, prices shown are basis for such purchases with deductions being me for corminaiing 





and pipe line services in accordance with published tariffs. Purchases not subject to contracts with 


















































| 
Venezuelan government are made at prices established by schedule shown below less 1c per bbl. } 
Price Effective | T Y 
Crude Gravity API $/Barrel FOB Date DEPENDABILI 
- Bachaquero - -..-+.+0+. 46-i6.0 . 10 Las Piedras or Amuay Oct. 1, sous ia 
uana Heavy ..... 19-19.9 Amuay Oct. ’ 
Lagunillas Heavy |.... Fiat 2.05 Las Piedras or Amuay Oct. 11, 1952 TRANSPORTING ANDO 
Tia Juana Medium oXes 26-26.9 2.20 Amuay July 24, ad MARKETING QUALITY 
uana e #06 5 44 Amuay y . 
Tia Juana Light ...... 30-30.9 2.28 Amuay July 24, 1952 | PETROLEUM PRODUCTS 
BERD: ditch dvbveveseceise 30-30.9 2.33 Las Piedras or Amuay uly 24, 1 | 
Cumarebo............  48-48.9 3.10 Tucupido Oct. 11, 1952 | MARTIN OIL COMPANY, INC. 
San Joaquin .......... 42-429 2.81 Puerto La Cruz Feb. 5, 1953 | 3536 S. Ist St., St. Louis 18, Mo. 
Oficina ....cccccccseee 829-82.9 2.57 Puerto La Cruz July 24, 1962 “ 
Mulata ........ incase: Se 2.63 Puerto La Cruz Sept. 1, 1962 
Jusepin ........ cesses 82-32.9 2.57 Puerto La Cruz July 24, 1952 
Quiriquire ...... évcséue:  200RS 2.15 Caripito Feb. 5, 1953 
Temblador ............ 2020.9 2.20 Caripito Feb. 5, 1953 
Pedernales ...........- 2020.9 1.27 Capure (Pedernales) Sept. 1, 1952 
AVIATION GASOLINE PRICES | HA OL 
' (Prices are for tank cars, barges or truck transport lots; aviation gasoline meet specification — 
MIL-F-5572, unless otherwise noted.) iat a ~ PETROLEUM CORPORATION 
New York, N.Y. -eveseeceeeseees sees -1%,6-18.6 16.1-17.2 15.6-16.2 | PISIBISSSS SSRN eas 8. 
rg Peeteanecetengtepeeec ty ree et one TS ae Maine to South Carolina 
PRMAOUMNG. TO, ove nnccchcdecns saan pediee Sk te CP AES ge AU: Te egg Oe | $30 -FIFT 
Baltimore, Md. ...................... 12.98 16.46 15.85 ee 630 FIFTH AVENUE, 
MO RS ga as onch cndubne dns en 16.35 15.6 
Charleston, 8. C. 18 16.5 15.75 
‘New Orleans, La. (Baton Rouge) « cesses 17 15.5 14.75 
Houston, Tex. ...... sashoeerstats.. SOenED 15-15.75 14.5-15 
Buffalo Cleveland Detroit Toledo Marketers— 
90 Oct. Premium ........+s.++- -- 160) Gees eoce see0 
86 Oct. Regular .........-.- oiaee 14-5(3) Rie eet voce Compounders— 
MOGMEED o ccccceccescs 9 becasecce ee 12.45¢ eeee cove 11 | 
Diesel Pucla 2 .2.202000000005 Bil gai) a 10.3502) 10.25 | Packagers 
5 Bete eens atacand cana ins 211.2-11.7(2)  10.75~11.1 
No, 2 Fuel °...: és ape gS S) Gilg ie 10:2-10.35(2)  10-10.1 WEST PENN OIL COMPANY 
. _ SPrrerTerrrrirritia, eoecs eves . ) 7(3) rren, Penna. 
WD. © WOR oncicccccce METH secs . 8.45(2) 7.358 6.85(3) 6.5(3) = 
(a) Delivered “Cleveland, 
U. S. DOLLARS PER BBL. OF 159 LITERS 
Benker 0 Diesel (In Ships’ Bunkers, Diesel Fuel Bunker O Fuel REFINERS MARKETING CO. 
(Ships Bunkers) or Deep Tank Lots} (P.S. 200)  (P.S. 400) 
Mexicana Gulf 8: 
EO Seager n.%0 s2.75 «$8 Pedro. Calit.. $4.20(5) $1.80¢8) 
ah ly seneee . 2-8 33s Portiand, Ore. .... 4.62(4) 2.10(4) 
: a ee Seattle, Wash. .... <e2t4) 2.10(4) 
Guaymas . . $2.50 $5.00 
| Manzanillo ........ 2.50 4.10 
| Salina Cruz ...... 2.50 4.10 
MAY 6, 1953 
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Oil PRICE SECTION 








attest May 4, 1953, as posted by principal marketing companies at 
heir headquarters offices, but subject to later correction. 
Inspection fees per gal., included in both gasoline and kerosine prices, 
unless otherwise specified, are as follows: 
In, 3/100c; Ind. 


Tank Wagon Prices 
rae oe arenes Be ot ee et ow a however, include 
fees shown next column. Gasoline taxes, shown in 
SSarnie ames Oainae Se fotarel and state taxes; ahi Ga: enn 


taxes as indicated in footnotes. Kerosine tank wagon prices 
also do not include tazes; kerosine taxes where levied are indicated in 


1/20c; Fla. 1/8; 


Nev. 1/20c; N. C. 1/4; N. D. 1/206; Okla, 2/25¢; 8. C. 
1/40c; Tenn, 2/5c; and Wisc. 3/100c. 


1/8e; 8. D. 

















f Di , if any, are shown in footnotes. These prices in Kerosine inspection fees only: Ala. 1/2c; Iowa 1/50c; Mich, 1/5c 
Atiantio CHEVRON Esso Gasoline 
ATLANTIC Gasoline Kero. & STANDARD OF (Regular) Av. 80/87 Gaso- ESSO (Regular Grade) 
REFINING (Regular Grade) No.1 Me. 8 CALIFORNIA T.T. 7. line STANDARD Gasoline Kero- 
Cons. Dir. Sw. oa ~ Gals. & over Taxes ’ De. a on 
T.W. T.W. Taxes T. Ww. San Fran, Cal, .. 16.1 19.6 6.5 T.W. T.W. Taxes T.W. 
Allentown, Pa. 15.3 15.3 7.0 14.8 13.6 Los Angeles swase 988 19.1 6.5 Atlantic City, N, J. 14.6 14.6 5.0 14.0 
Altoona ...... kbat lcd. ee. 2aa8 ORS 17.2 20.7 6.5 Newark .. ++ 144.6 14.6 5.0 13.9 
ER 15.7 15.7 7.0 15.35 13.95 Phoenix, “Ariz. 222! 19/2 21.7 7.0 Baltimore, Md. ... 14.5 14.6 7.0 13.8 
Greensburg ... 15.6 15.6 7.0 15.35 13.95 Reno, Nev. ....... 18.6 22.1 7.5 Cumberland _<es 15.7 15.7 7.0 15.2 
Harrisburg ... 15.3 15.3 7.0 14.8 13.6 Portland, Ore. .... 16.6 20.1 8.0 Washington, D.C.. 14.9 14.9 7.0 14.5 
Philadelphia .. 14.7 14.7 7.0 14.2 13.0 Seattle, Wash. .... 16.6 20.1 8.5 Danville, Va. ..... 15.4 15.4 8.0 14.2 
Pittsburgh .... 15.6 7.0 15.35 13.95 17.8 21.3 8.5 Petersburg obatecss dV. a. ae Bee 
Reading . os \. 15.3 7.0 148 13.6 P 16.6 20.1 8.5 TUGUGOUE © occ cncece . moe. Se Se. -.0 
Scranton ..... 3 15.3 7.0 15.1 13.9 ‘ 17.0 22.7 8.0 Richmond 14.5 14.5 8.0 14.4 
Wilkes Barre. . 15.3 7.0 15.1 13.9 ose. 28.4 19.4 7.0 Roanoke 16.3 16.3 8.0 aa 
Williamsport .. 15.6 15.6 7.0 15.1 13.9 Been. 20.7 8.5 Charleston, W. Va. 16.1 16.1 7.0 15. 
York 0 15.0 7.0 145 13.3 Fairbanks, Alaska. 29.0 32.5 4.0 Fairmont .......-- 16.1 146.1 7.0 15.6 
Wilmington, TONGUE 5 kbc ubs dee 3 21.7 4.0 Parkersburg ...... 16.0 16.0 7.0 14.6 
el. 7 14.7 70 14.2 13.1 Wheeling .... —- Be eee ee. 288 
Bridgpt., Conn. 14.8 14.8 60 ... kes tandard Charlotte, N. Cc... 15.4 15.4 9.0 13.9 
Hartford 139 60 ... 136 Diesel Standard Hickory .......... 15.8 15.8 9.0 14.1 
New Haven 16.9): BO ss 13.1 T.T. FurnaceOil Stoveodil Mt, Airy .......-. 16.0 146.0 9.0 14.4 
Boston, Mass. 14.9 7.0 13.4 40/199 T.T. T.T. Raleigh .......... 16.0 16.0 9.0 15.1 
Fall River ... 4.9 7.0 ay gals. (400 gals. or more) Salisbury ... 15.3 15.3 9.0 13.7 
Springfield 15.6 7.0 *: 14.1 (ex all taxes) Charleston, s. ye 14.6 14.6 9.0 awte 
Worcester 15.1 7.0 : 13.6 San Fran., Cal. . 20.1 12.7 14.2 eee 16.1 16.1 9.0 ane 
Prov., R. I ees es 13.3 Los Angeles * 49:6 12.2 13.7 Spartanburg ...... 15.0 15.0 9.0. .... 
Camden, N, 14.6 5.0 14.0 13.0 Mater, oc... eee 135 150 New Orleans, La... 13.3 13.3 9.0 12.8 
‘ 14.6 5.0 13.9 12.9 Phoenix. Ariz. .. 223.2 15.2 16.7 Baton Rouge ..... 13.7 13.7 9.0 12.5 
Albany, N. Y. 14.7 60 14.3 13.0 Reno SN agers 226 15.5 17.0 Alexandria ........ 15.1 15.1 9.0 13.7 
Binghamton 15.8 60 15.7 14.3 Portiand. Ore. .. 33.1 13.3 site Lake Charles ..... 13.8 13.8 9.0 13.1 
Buffalo 15.5 60 15.9 14.7 Seattle. ‘Wash. _. 221 13.3 ae Shreveport ........ 15.4 15.4 9.0 18.5 
Elmira 15.8 60 158 14.4 Spokane ........ * 43 14.8 16.3 New Iberia ...... 13.9 13.9 9.0 13.1 
Rochester 156.5 6.0 160 14.6 Tacoma . * 22°1 13.3 Yeaey: Knoxville, Tenn 15.3 15.3 9.0 13.7 
Syracuse 16.4 6.0 15.7 14.3 Boise. Idaho ..... 23°7 14.6 igi Memphis ......... 15.0 15.0 9.0 13.5 
Watertown . 16, 6.0 126.9 15.2 Sait Lake, U. .... 16.5 13.0 13.5 Chattanooga ...... 15.2 15.2 9.0 13.6 
Baltimore, Md ee 38S 8.3 Honolulu. T. H.. 21.2 13.5 ease: Nashville ........ 15.5 15.5 9.0 14.0 
Richmond ~.. 2%. 5 8.0 144 13.3 rbanks, Alaska 36.7 a os Little Rock, Ark.. 16.1 CS = ee 
‘harlotte, 4 90 13.9 12.6 
per amano Mh 2 PEE: ‘iduestees 23.8 Free we aus eS mee V.M.eP. 
CM 566635 S0y FOE ete : Sass ‘ank 2 “os oats 
’ 600 gals. & over... a ; 
Boise—Sc gas tax applies to motor fuel 
Mineral Spirits V.M.4&P. only; avgas taxes are 2c federal, 2.6c state Steel bbis. .......... 23.0 24.5 
pony ne t Lake—7c gas tax applies to motor Baltimore, Md. 
Philadelphia, Pa.... 16.5 18.0 fu : 3,600 gals. & over 15.7 
Pittsburgh .......... 20.0 21.0 Se EE: Ee Ee Stee DDS. oe sewess 24:8 
Heavy Fuel Oils—T.W. Honolulu—-8.5¢ gas tax — to motor fuel 100-499 gals See 
only; avgas taxes are federal, 4c terri- 500-3,509 gale 18.0 
Ne. & No. 6 torial. Standard Diesel furnace oll price is poe ga: = lige & 
Philadelphia, Pa, ...... 7.86* 6.07** ex ic territorial liquid fuels tax, All T.T. 600 gals. & over 16.2 
Discounts prices are ex Hawaiian gross income tax of Steel bbis, .........- 25.0 


Summer-fill discount of 0.5¢ allowed on 
kerosine and Nos. 1 & 2 fuels. 
Notes: 

Kerosine—Thru Penna. & Del., add 2c _ 


00 gals. 
Mineral Spirits prices also apply to Stod- 
dard Solvent. 
* Correct for April 20 also; shown incorrect- 
ly ja = 22 & 29 NPN. 


1% to resellers, 2.5% to consumers. ~* 


Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals. ; 
0.5¢ for tage gals., except for deliveries to 
Marine Alaska (excluding 
oe Soret) where 0.5c differentia] applies 

to 40-399 gal, delivery; for less than 40 gals. 
add 4.0c gal.; except at Honolulu add 4.5¢ for 
less than 40 gals. to Marine trade and less 


FUEL eg mag 4 

No.3 Ne.4 No.6 
13.0 oven sacs 
12.9 $3.594 $2.656 : 
13.3 3.56 2.62 
8.73 2.74 





hd se Te ah ate ae 0h ab ata 
+ Os Ba OUMOO, 
ee 
ry 
~T 


2.6 
Correct for April 13 oie shown incor- po 4 12.9 
Seth tr doce 15, 22 & 29 NPN than 100 gals. to Shoreside trade, Prices for a hay oo 13.1 
a ae at Salt — oad ap- jeigh Aton 15.1 14.2 
2 ply quantities in excess o gals. rns ‘ 
CONT'L (N. B. Prices are Continental's Prices for Chevron Supreme (Premium) are Salisbury ........ «++. 12.3 
tankwagon prices, Current selling 2.0c gal. higher—than Chevron (Regular) for Charleston, s. Ci. ccce WR 
OIL prices may vary from those shown quantity delivered, except at Salt Lake which Columbia ........ «++.  F 3 


because of local conditions.) 





pete Ree 8 
Taxes: Louisiana kerosine prices do not in- 





Conoco Demand liveries, add 4,5¢ gal, to 400-gals.-and-over 
N-tame (3rd Gaso- Kero- price, except ai Honolulu, add 5.0c gal. for  “lude le state tax. 
(regular) Grade) line sine less than 40 gals, (Marine) and less than 100 : ~y e 
Tank Wagon Taxes T.W. gals. (Shoreside). Add to A ion lowed on kerosine and Nos. 1 & 2 fuels. 
Denver, Colo. ... 14.9 13.9 8.0 14.8 80/87 quantity delivered prices, 2.0c for 91/98, wy Rr "ot 300 gg eng te for 
Grand Junc..... 17.3 16.3 8.0 17.2 5.0c for 100/130, and 8.0c for 115/145. a eee eee eee Se Ses Se Se ee 
Pueblo .......--. 15.6 14.6 8.0 15.5 Kerosine—T.T. prices, except at Salt Lake 1007209 gals. 20 for less than 100 gals. 
Casper, Wyo. ... 15.7 14.7 8.0 15.0 City, apply to deliveries of 40-199 gals. For eee onde ae Oe cer ot 2oub aoe 
vi+sse 15.9 14.9 8.0 16.8 other deliveries: less than 40 gals, add 4c; Of, 1,050 gals; for min. delivery of 2,600 gals. 
Billings, Mont. .: 17-0 .... 8.0 16-5 200-309 gals... deduct 3c: 400 gals, & over, Sune WS SRS per bel. 
OT Uikdes onana 18.2 Sse 8.0 18.5 us ank car-truck trailer, deduct 5.5¢ Prices are per imperial -; to 
Great Falls... 17.0 * §!0 18:8 «Salt Lake City posted tank truck price 1s tor  UMPERIAL {Prices ste per imperial gals i° 
OMA .....+.04 17.6 8.0 18.5 minimum 40 gal, deliveries, OIL subtract 1/6th.) 
Salt Lake, U. ... 16.4 7.0 16.5 Standard Diesel/Furnace Oil & Standard Easo 
Twin Falls, . 19.1 8.0 19.2 Stove Oil—T.T. prices are for deliveries of 400 (Regular Grade) Kero- 
Albuquer., M.. 16.0 8.5 14.9 gals. or more. deliveries: 40-199 Dealer Gasoline sine 
Roswell ........ 15.3 8.5 14.2 gals., add ic; 200-399 gals., add 0.5¢; less T.W. Taxes T.w. 
al a owe ees 4 9.0 18.2 than’ 40 gals., add Se. Bi Res, sae. . 24.49 14.0 24.4 
, . 14. ; ; é i ee 20.8 16.0 22.8 
Oklahoma City .. 14.0 : 8.5 18.1 St. John, N. B. 20.8 13.0 22.8 
Tulsa ....eee0. 13.9 . 8.5 12.5 Charlottetown, P.E.I, 22.8 13.0 24.8 
Taxes: HUMBLE Humble Montreal, Que. ... 21.7 13.0 23.7 
Gasoline tax column includes these city taxes: Gaso- Kerosine Toronto, Ont. ..... 21.7 11.0 23.7 
Albuquerque 0.5c; Santa Fe, 1c; On Regular line Tank Re- Hamilton, Ont. .... 21.7 11.0 23.7 
Cheyenne, 1c; Casper, T.W. Retail Taxes Wagon tail Winnipeg, Man. ... 22.1 9.0 26.1 
Discounts: Dalles, ‘Tex.. 4.0 19.0 6.0 12.8 17.0 Fem , Ste x “a -s 
Salt Lake Ci and Twin Falls oe 19.0 6.0 12.8 17.0 * eyed . < P 
and ty Sa NA ol eg 7 Houston .... 14.0° 19.0 6.0 12.8 17.0 ow ge amanet ~ | 11.0 25.7 
than 200 : gals.. deduct  0.5c San Antonio. 14.0 19.0 6.0 12.8 17.0 igary, Alta. .... 21.0 10.0 23.0 
400 gals, and over, deduct lc,” nae oe wauen 2G, see He 4 _s 
: 3 ancouver 1 ° 
Notes: T.W. prices are to all classes of dealers and (*) Price ts for Eseo Extra (Premium). 





consumers, 


: Gasoline taxes are provincial taxes. 
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OIL PRICE SECTION 
Tank Wagon Prices (Continued) 





SOCONY VACUUM 
Mobilgas (Regular Grade) 
Cons. Dir. Oons. Dir. 
t.0. T.C. T.W. T.W. 
14.7 
14.7 
14.7 


14.7 
14.7 


~ 
- 
~ 


SOHO DRUHORAD= 
roo: . 


“'** 88 Sesser s 
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WaASerASOSOHHOBBAGHO 


‘_ 
: 2s 
° 


SEENSSOSERESES SERRE 


CUNw em Rw DIR Ow: - De: « 
Herr wwe Bore: HBO o 


20.0 


a 20.5 : 
Taxes: N.Y.C. prices do not include 3% city sales tax applicable to price of gasoline 


2 
aAMeh 


Mobil Kerosine—Mt. Vernon T.W. less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, 0.5c for T.W. deliveries of 800 gals. or more. 
Mobilheat—Mt, Vernon T.W. less 0.5c for deliveries of 300 gals. or more. 
Notes: 
Jamestown T.C. prices are delivered prices: all other T.C. prices are FOB bulk terminals. 
Effective dates: x May 1; xf March 5. 


OHIO STANDARD 
Sohio X-Tane Gasoline 
Aviation Gas.-Cons. T.W. (Regular Grade) 
Sohio Con- Re- 


Avia. 
91 
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Sehio 
Avia. 
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. 23.0 


ee tt tt tt tt tt 
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Creer rrr 


Coaearaaaaagran 


22.0 
22.0 
22.0 
22.0 
22.0 
22.0 
22.0 
22.0 
22.0 
22.0 
22.0 
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le 6.0 p , ¥ 19.0 . .9° 13.9° 12.9° 
Taxes: Hangar operators can purchase aviation gasoline less per gal. Sta by supporting purchase with State Tax Exemption Form 
A-10 to supplier, 
Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w, 
Kerosine, Nos. 1 & 2—Prices with asterisk (*) are for t.w. or drum deliveries of 100 gals. or more; less than 100 gal., 0.5¢ higher, Prices at 
other points are for t.w. or drum deliveries of 50 gals. or more; less than 50 gals., 0.5¢ higher. 
Naphthas—To contract consumers off t.w. prices (except Lucas County) 300 to 999 gals., 0.5c; 1000 to 2499 gals., 0.75c; 2500 to 4999 gals., 1c; 
5000 or more gals., 1.5c. Lucas County: less than 50 gals., tank wagon price, 50 to 249 gals., 0.5c; 250 to 499 gals., 1c; 500 gals. or over 1.5¢ 
Notes: Renown (third-grade) gasoline prices are same as X-Tane unless otherwise noted. 8.8. prices are at company-operated stations. 


INDIANA STANDARD 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard of 
Indiana bulk plants where the company’s prices are publicly posted. rc we 


Road 


i 


Crown (Reg. Grade) 
Red Or’n. Red Or’n, Stanol Furnace O4)-————-—— - 
Cons 1-09 100 gals. 100-174 175-999 1,000 gals. 
gals & over gals gals. & over 





T.W. 
Chicago, Ill. ... 17.3 
South Bend, Ind. 18.0 
Detroit, Mich. .. 16.9 
Mpls.-St. Paul . 17.5 
Des 16.9 

16.7 

14.4 


{ 
st] 
i 


fee 


ees eeeer 
14.6 “Dy 
6.8 Masons 


Covington, Ky. 
Lexington 
Louisville ..... 
Paducah 

esos tees esos Jackson, Miss, ... 
sees cess esee Vicksburg .. 
Birmingham, 
Mobile ..... 


PNA AP HHH 
eocooooouce 
et kt et “ 
SnARBSbaSk 
ARAUCADH A 





if 


Jacksonville, Fi 
Miami .... 
Pensacola 


— ae 
coer rawngqgoosvrervrcs 


Swe hk SRORSDHASROUAE 
ScocosoeooSeoooooSo 

eee rt lt te 
CORR 


Taxes: 

Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, ic 
county; Montgomery, ic city & lc county; Pen- 
sacola, ic city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, ker- 
osine 1c; Mississippi, kerosine 0.5c, 
city tax. Des Moines, Ia. 


ofl prices do not include 4c oe Notes: 
sales, occupation, consumer & Dealer t.w. prices apply also Consumer t.w. prices are same as net dealer 
added where applicable. classes of consumers with minimum 4 prices. 

* ‘““Temporary’’ price. of 50 gals. Effective dates: x April 27; xt May 4. 
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Midwestern Lubricating Oils Dealer and Service Station Prices for Regular-Grade 
(Compiled by Western Petroleum Refiners Assn, from figures of 12 Gasoline in 50 Representative Cities*** 
reporting companies, figures in bbis, of 42 gals.) 


APRIL 1, 1953 


Steam- ———_—_—_——C ents per 


FEBRUARY 1953 


































Deicht Vieeens Viscos fim famed Bienéed Net Price || Dealer Ze, Station 
Bright 
Steck Stock Neutrals Neutrals Oils Steck Ollis City (Ex Tax) Margint toseral ex) (ine. Tax) 
Production .... 176,665 156,395 418,206 342,012 108,871 19,879 532,609 Average United States .. 15.44 5.33 7.35 28,12 
Shipments: Portiand, Me. ..... 15. 4.50 8.00 iy 
Domestic ... 204,135 199,002 476, 4 417,552 113,980 16,459 465,665 Manchester, N. H. a4 eed a 
Export ... 7,841 2,519 7,052 6,907 932 415 56,471 Burlington, Vt. 4 4 37:80 
TOTAL ... 221,976 201,521 483, 307 424,459 114,912 16,874 522,136 Boston, Mass. .......... 5. . . 
Inventory Providence, | ie ae eer reed ed nee 
February 28. 529,814 414,544 762, 036 619,174 99,231 33,208 549,812 Dertee” Lo co ree 27.20 
Days Supply .. 51 51 “4 New York, N. Y. 6.80 6.00 27.50 
Newark, N. 3. y . y 
FEBRUARY 1008 Philadelphia, Pa. ; 4.20 7.00 25.90 
Production .... 306,523 236,782 502,708 425,112 143,278 16,963 560,424 on nt ORE Epa pe 4 31.80 
Shipments: , . ? r 26.60 
Domestic ... 228,357 192,283 460,181 381,960 134,210 16,660 597,627 ets > Ss ee>- ar “<— pogo 
Export ..... 70,250 49,640 35,995 35,773 4,963 29,635 a te 410 8.00 28,20 
TOTAL ... 298,607 241,923 496,176 417,733 139,173 16, 536 537,262 Charlotte, NC. 4 2.60 30.30 
Inventory c 5.90 9.00 29.50 
February 29. 434,810 330,210 884,975 752,483 139,783 49,092 446,213 5.60 8.00 29.50 
Days Supply .. 41 40 47 47 3.70 9.00 27.90 
5.60 9.00 “30.30 
6.70 9.00 0.90 
5.50 9.00 29.50 
4.30 9.00 29.80 
P 4.60 6.00 1 
Pennsylvania Lubricating Oils at Refineries 5.00 6.00 25.90 
(Compiled by National Petroleum Assn. from reports of companies re- _ oy Fy 
fining Pennsylvania Grade crude oil, Figures in bbis, of 42 U. 8. gals.) 5.30 6.00 27.40 
Total In- Total In- 5.40 7.00 27.90 
Pro- ventory Pro- ventory 4.50 7.00 26.00 
duction Feb. 28, duction Jan. 31, Ned ee terrae ; 5.00 7.00 28.70 
Feb., 1953 1953 Jan.,1953 1953 ##=# Omaha Neb... 4.50 7.00 27.00 
1. Raw long residuum ........ Seosee eesses aepece. ..covese 5.00 6.00 26.40 
2. 600 steam refined stock .... 162,288 130,957 212,494 148,690 5.70 6.00 *26.90 
3. Other steam refined stock .. 32,987 129,900 36,081 127,427 4.40 7.00 25.40 
ee CO” ae ar Ae Oe eM ee RR ye bad cae 
SEED. ceokdcsedstanbecese .abaded!): tenes. eebese | “aeeees 6 5 y 
©, MOE. MORE ooo ci cccosaccee 141,485 354,495 158,739 324,450 5.80 9.00 28.10 
6. Vieseus mentes’, Below 2000... FR SS ccc avces 5.00 6.00 eon 
but not below 142 vis, @ 100 66,413 166,199 87,054 161,007 5.50 8.50 30.00 
7.V n vis 5.60 8.00 28. 
Rat ae ne 97,404 300,011 106,648 280,582 7.30 8.00 *31.00 
one cervageseeo P R 64 5 ° x . 
re andes 6.30 8.00 32.50 
is fe BS 
5.50 . : 
a 
5.30 . . 
Pennsylvania Oil Other than Lubes at Refineries 5.60 6.50 28.20 
(Compiled by National Petroleum Assn, from report of all region Spokane, 6.00 8.50 32.30 
refiners. Figures in bbis.) * Includes city tax of 1c per gal. 
Feb. 28, Jan. 31, ** Includes city tax of 0.5c per gal. 
1953 1953 *** APT figures as reported by The Texas Co. 


1. Naphthas & Gasoline + Editor’s Note: Where there are price wars these indicated margins 


(1) Straight run, unblended and/or unleaded, do not necessarily show what the dealer is actually realizing per gallon 
for sale as motor fuel .... 2,694 3,027 of gasoline sold. Special allowances temporarily are being granted to 
(2) Naphtha and gasoline, for sale ‘tor blending some dealers hit by the subnormal! retail! prices. 
or further refining or held at refinery for t Applies to deliveries of 400 gals and over. 


further distillation, reforming, blending or 





leading 
(3) Below” 65 octane, not “included in (1) or 




















(2) above .......ceee0. $s Cada beeresoseeree shoes. Heese 
(4) 65 octane and above .................... 412,184 406,779 Production of Natural Gasoline 
2. Salable naphthas other than motor fuel mate- 
rial (does not intate refinery process naphthas) 14,885 14,412 (Bureau of Mines figures in bbis., 000 omitted) 
OE rT ae) Pe rn 31,843 44,629 January, 
4. 36/40 gas oil * Ginclude furmace Oj]) «.....++.. 64,431 84,692 1953 
5. Fuel ofl (mot reported above) ................ 44,533 47,093 
Ge ae Se Greene geeee eames eines. .. . SR Se ak ae ee a Ot Serene ere stage |’ ve cere eee 
7. Nom viscous neutral .........6.+.sceeeeeeeeees 24,407 21,984 16 
: } howe SN Me eects ckdusthes dad ce lebeecces 90,815 71,015 581 
EL jt eho b-dwswdos becncecepeeeeeese #9226 
10. Wax WER Raekrde icon w@ecvansuked ea Vekseere 7,925,101 8,074,588 +588 
423 
ee 
Net Stocks of Pennsylvania Crude Oil ye 4 
(Compiled by National Petroleum Assn, Figures in bbis.) 2,015 
Feb. 28, Jan. 31, Feb. 28, i 
1953 1952 1952 390 
At refineries ... rte 358,471 363,163 258,391 623 
Pipe line and tank farm «+++ 1,546,556 1,364,983 1,466,782 11,005 
TERE: 0 cV es cs tc duccuns Hivodude 1,905,027 1,728,146 1,725,173 2,243 
2,748 
980 
1,786 
3,248 
District 5 Demand ‘ 
(California, Oregon, Washington, Arizona and Nevada) as 
(Bureau of Mines Figures in thousands of bbls. daily) 
Feb., Jan., Feb., Wyoming * 
1963 1952 1952 SME =, Fo vcncinyssacvccbes +1 yA *2,449 2,735 
Gasoline and naphtha ...... SEGAL ER ON 448 398 399 , 
ere 34 34 35 FONE nos doce beds sdb dca tapentadoeeuns 18,408 20,617 
kerosine distillates .......... 7 7 6 Daily Average bbe vs 0c ahem a ¥e wack aso 657 665 
Lubricating oils and distillates .......... 19 13 16 
Stove oil and Diesel of] ..... 2.6.06 66.000 204 193 191 * Colorado and Utah included with Wyoming. 
CD sh Ae een ribhiscd en ihenss dee és imas eas 389 387 382 ** Michigan included with Illinois. 
Asphalt and road oj] .............6.0005. 24 19 23 +t Nebraska included with Kansas. 
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CLASSIFIED 


DISPLAYED: Advertisements set » special type or with border— “Positions Wanted’"—15 cents a word. Minimum charge §3 per insertion. 
$13.50 per column inch Box number counts 2 words. Copy must reach us by Wednesday 
UNDISPLAYED: He gf “Wanted fe Buy”, “Help Wanted", preceding date of issue. 
assifice- All classified advertisements are payable in advance. 
tions set in this md wi t border—30 ts ord, Minim 
charge $7.50 bos insertion. ” — = No agency commission or cash discounts on classified advertisements. 








For Sale Fer Sale 


FOR SALE: 24 Tokheim 36-B Computing FOR SALE: 4—4000 gal., Browns, Meters, 4 NEW HEIL WHIPPET Style —. Tanks at 
Pumps, ready to operate. $50.00 each, The Compt. late models. 3—5000 gal., Standard distributor’s net cost, 1,000 and 1,200 gal. 
Hartley Co., Cambridge, Ohio, Steel tandems, 3 Compt. Hiland 1385, Bruce sizes particularly designed for fuel oil neutng, 


E. Hackett Co. 621 West 58 St., Kansas City, Call, wire, or write Van Praag 
FOR SALE: One 15 barrel per hour Homog- Mo. Mfg. Co., Ine. 





L 


be 


TE ee TANK pi aa 


veteiee 


: 





For Sale or Lease 


LARGE WELL ESTABLISHED, profitable go- 
ing Independent Wholesale and Retail gasoline, 
Kerosene, and Fuel Oil Business for sale or 
os a er nae possibilities for right party. 


iin 
if 


HE duHL 


220882 


Position Wanted 


OPERATIONS MANAGER. Station Super- 
visor: Fifteen years experience bulk plant, 
dealer and trackside station supervision, in- 


cluding emenstve TBA sales. Under 40. Will Write, wire call Hiland 1385. Every unit guaranteed, real buys. 
relocate. Box 

WHOLESALER ATTENTION: Have proven BRUCE E. HACKETT COMPANY 
ability to handle all phases of distributor or 


3 © program, sales, operations, purchasing * 
or leasing locations, dealer training, sales 621 West 58 St. Kansas City, Mo 
promotion, prefer opportunity to acquire inter- 
est in the business, young, can take complete 
charge, 15 years experience, will locate any- 
where, for complete resume. 778. 


: 








AVAILABLE AUGUST 1, 1953. University 


graduate, major economics. Twenty years ex- 
perience petroleum marketing wholesale and 
retail] as station manager, bulk depot mana- 
ger, station supervisor, city manager, develop- 


ment manager, division manager and field 


assistant to. President in order mentioned. Complete gasoline and oil bulk plant located on 
miliar 


all phases of petroleum mar- ° ° . ° . . . 
keting satire trea "Se sea Aa- railroad in Minneapolis, Minnesota, consisting of 
manage jo r operation. Will jocate, Box 
777. ° 1 Je , 
@ Two-story office and warehouse building 40’x125 
Positions Open 4 9 


with modern rest rooms. 
OIL, COMPANY eg nn ty 4 with 6 million 


yearly volume has for @ Four metal buildings on concrete floors, suitable 
light products motor oil 5 ee anti-freeze 


nd ti Th burban i le 
and tires. ‘Three county ‘area in  subu for warehouses, garages, or repair shops 


——<_ Ten 15,000-gallon storage tanks—INSIDE, two of 
which are equipped with heating coils. 


LUBE OIL BLENDING AND Thirteen storage tanks—OUTSIDE, with total capac- 
PACKAGING SUPERVISOR ity of 137,000 gallons. 


shiciabadinn tiis:tuneeaiieih ast Pump house, piping, docks, spur track, dikes, and 


modern blending and packaging plant complete facilities including steam equipment for 
which is a part of a complete refinery 


of an independent oil company in the handling heavy oils. 
southwest. Must have thorough knowl- 


ego of drum reconditioning, drum and This plant is ready to go as a complete bulk 
can filling, box car shipping, and lube 


iat ‘Spadane cobaiians.’ Gattiew Ghasih plant, office and warehouse,—or might easily be 
han as walapne converted to use for some other type of industry. 


This entire property priced to sell as a unit! 
Phone, Wire, or Write 
D. F. Atkisson, 
1717 University Avenue 
St. Paul 4, Minnesota 
TELEPHONE—Prior 7771 
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How Unique Merger Swells Tire Sales 


Many years ago the petroleum industry undertook the sale 
of TBA through service stations in a small way. Today 
the service station has become so well established as 
the best place to market TBA that tire distributors 
are going into the oil business. An example of a 
novel merger of tire marketing through gasoline 
outlets has been achieved by the Market Tire 
Co. of Detroit. 























By FRANK C. STURTEVANT 
TBA Editor 


Stations supplied by six different 
companies are among the chain of 
nine salary-operated outlets of the 
Market Tire Co. All nine of the sta- 
tions sell Fisk tires, the brand 
handled by Market Tire Co. 

This unusual type of gasoline mar- 
keting does not seem to bring the 








- : © it a ae iil 
SERVICE STATIONS such as this Gulf outlet [= 


operated in Detroit by Market Tire are plugged ae 
as tire stores in newspaper ads Png. 


we 
« 
— 
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EVANITE 


the only 
battery 
separator 
with all 
these 
















advantages! 

















Evanite is an improvement over nature! Wood has long 
been recognized as the most satisfactory low cost sepa- 
rator material. Now the new Evanite interwoven wood 
fibre separator utilizes wood in improved form. Evanite 
separators, tested in 20,000 batteries in daily use up to 
three years, have delivered more than their guaranteed 
battery life without a single separator failure. 

Write today for full details on Evanite—Made only by 
Evans Products Company, Western Division, Dept.AC-5, 
Plymouth, Michigan. Mills at Coos Bay, Ore.; Roseburg, 
Ore.; Vancouver, B. C. 


Ask your battery manufacturer for complete product and 
case history information on the advantages of Evanite. 
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WORLD'S LARGEST MANUFACTURER 


OF BATTERY SEPARATORS 








Uniform high quality— 
every Evanite separator 
is identical whether 

you compare two or 
two million. 


Compare These Advantages 
of Evanite Separators 


TESTED IN 20,000 VEHICLES for periods 
up to 3 years under actual operating 
conditions. 

OUTSTANDING PERFORMANCE, equol- 
ling or surpassing conventional separators. 
NO SPLITS, NO CRACKS—Completely 
uniform. No candling requtred. 

NO TREATING, NO WET HANDLING 
— Treated at the factory and shipped dry. 
CUTS SHIPPING COSTS— Much lighter 
than ordinary separators. 
ECONOM‘'CAL — Cost no more than ordi- 
nary treated wood separators. 

BACKED BY EXPERIENCE — Produced by 
Evans, whose years of experience are your 
assurance of finest quality. 
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STATION MANAGERS for Market Tire are thoroughly coached in tire demonstration methods. 


mium tire to prospect John Frederick 








INSPECTING A TIRE for a regular station customer is Frank Lusch, manager of 
one of Market Tire’s chain of stations 
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Pie er me 


Left, Carl Harris shows a pre- 


Market Tire Co. into the classifica- 
tion of an oil jobber. The company 
operates the stations as a dealer, in 
most cases under ordinary year-to- 
year lease terms. It owns no bulk 
p.ant and does no transporting. Each 
of the supplying oil companies de- 
livers products from its terminals to 
those stations where its particular 
brand of gasoiine is sold. The sup- 
pliers invoived are Gulf, Standard of 
Indiana, Shell, Texaco, Sinclair and 
Pure. 


Some of the companies are sup- 
pliers to more than one station, to 
make up the total of nine. (Two 
other Market Tire stations, in Pon- 
tiac, Mich., and Washington, D. C. 
are also operated on a similar basis.) 


The story of how and why Market 
Tire Co. went into the oil business 
furnishes a slant on the economics 
of petroleum marketing as seen from 
what was, at the time, an outside 
viewpoint. Robert Grossman, head 
of Market Tire, organized the com- 
pany primarily as a distributor for 
Fisk tires. As a young man he 
learned about the tire business while 
associated with his father who con- 
ducted a similar venture prior to 
his death in 1940. 


Aim at Volume—tIn the tire busi- 
ness there is very little separation of 
the wholesaling function from the 
retaiiing function. Larger tire mer- 
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TBA NEWS 


Douglas Oil, Goldman 
and Hood Team Up 
to Push TBA Sales Up! 


Double-Play Combination Is Helped 
by Vice-President’s 30 Years of 


Petroleum Experience 


The famous double-play combination 
of Tinkers to Evers to Chance was out- 
standing in professional baseball. Out 
on the West Coast there’s another top- 
ranking double-play trio . . . Douglas 
to Goldman to Hood. Its activity is in 
the field of sales . . . petroleum and 
TBA products. 

Reaching the public through more 
than 500 dealers in California and 
Arizona, Douglas Oil Company has 
reached an enviable position among 
independent marketers . . . and has 
done an outstanding TBA job. 

The second part of the combination 
is Sam Goldman, who has made some 
notable contributions to the success of 
his company. 

Working closely with them is Hood 
Rubber Company. 

Jobbed Oil and Grease. Almost 30 
years of experience are behind Mr. 
Goldman in his position of Vice-Presi- 
dent in Charge of Marketing. He be- 
gan his petroleum career in 1924 by 
jobbing lubricating oils and greases. 
Four years later he joined El Camino 
Oil Company as assistant to the Vice- 
President in Charge of Jobbing sales 
of gasoline. In 1935 he went with the 
Los Angeles Refining Co. as Sales 
Manager of all refined, products. 

Two years later he became General 
Sales Manager of all refined and heavy 
oil products for Kreiger Oil Co. of 
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Sam Goldman, Vice-President in Charge of Marketing for Douglas Oil Com- 


pany, Los Angeles, has spent almost 30 years in the oil busi 


Mr. G Ld 





was born in New Haven, Conn., 52 years ago but has spent most of his life on 
the West Coast. An expert photographer, he combines this hobby with fishing. 


California. Shortly thereafter Mr. Gold- 
man set up a marketing program and 
helped establish the retail gasoline di- 
vision for Kreiger. From that time on 
the company had an unprecedented 
growth in the independent field and 
upon the acquisition of Douglas Oil 
and Refining Co. in 1943 the entire 
marketing pars was enlarged on 
the basis of a major company opera- 
tion through controlled outlets. 
Organizes TBA Department. After 
helping organize various departments 
and activities Mr. Goldman became 
Director of Sales and then in 1949 
Vice-President in Charge of Market- 
ing. During his long experience in the 
petroleum field Mr. Goldman has had 
ample y pe poe to study the various 
types of oil company tire merchandis- 
ing programs. Back in 1946 Douglas 
reached the conclusion that the Hood 
Franchise offered the best sales and 
profit possibilities in the industry. 
“One of the smartest things we ever 
did,” says Mr. Goldman, “was to take 


on the Hood line. First we made a - 


thorough check of the merchandise. 
We found that Hood tires are built to 
give exceptional service. 

“This was important to us,” he con- 
tinued, “because we know that if we 
sell our customers tires that won't do 
the job well we stand to lose not just 
their TBA business but their gasoline, 
oil and grease trade as well. The Hood 


line has helped us keep our customers 
coming back to us.” 

In addition to supplying Douglas 
and many other leading oil companies 
with top-grade merchandise, Hood 
helps them sell it. Hood's complete 
sales and advertising programs are 
especially geared to aid the service 
station operator in moving tires and 
tubes. 

Write for Information. Hood can 
also help you move more TBA mer- 
chandise .. . at a profit. For complete 
information on the money-making 
Hood Franchise write Oil Company 
Division, Dept. NH-5, Hood Rubber 
Company, Akron, Ohio, a Division of 
The B. F. Goodrich Company. 








Hood Rubber Compan 

Oil Division, Akron, Shio 

Please send me details of Hood's TBA program 
for oil companies. 


Nome 





Street 





ee 


------------~4 
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chants like to build both kinds of 
sales. There is a strong incentive 
to shoot for the largest possible vol- 
ume, since the peculiar pricing sys- 
tem used by the tire industry awards 
bigger trade discounts to dealers 
with a larger volume. 

To illustrate, if similar pricing 
applied in the oil industry, a jobber 
with more than 5,000,000 gals. vol- 
ume might enjoy a 2.75c gal. margin, 
while a jobber with 3,000,000 gals. 
might have a margin of only 2.5c 
gal. Or a service station with over 
100,000 gals. a year might earn a 


6c gal. margin, while those under 
that figure might have only a 5.5c 
gal. margin, Under such a system 
a big volume dealer might auto- 
matically earn more margin than a 
small jobber. 

Incidentally, controversy over ef- 
fects of the tire industry’s pricing 
methods led to the Federal Trade 
Commission’s action seeking to set 
a carload of tires as the maximum 
quantity on which a trade discount 
could be granted. The so-called car- 
load discount case is now in-~ the 
federal courts. 








Tung-Sol supplies you 
with lamps for every 
socket of every car, 
bus and truck on the 
road — new or old. 
Stock with Tung-Sol and 
catch every possible 
lamp sale. 
Tung-Sol's BIG NET. 


TUNG-SOL makes: A//-Glass 
Sealed Beam Lamps, Miniature 
Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special 


Purpose Electron Tubes. 
Fung: of 









Enj oy 


AUTO LAMPS # 


TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 


Sales Offices: Atlanta, Chicago, Culver City (Los Angeles), Dallas, Denver, Detroit, Newark, 


Philadelphia, Seottle 












In Mr. Grossman's opinion whole- 
saling tires is no longer profitable. 
Like all large tire dealers he does 
some wholesaling, but in his view 
good profits in the tire business 
today are found only in the retail 
end, where service stations have be- 
come an increasingly important fac- 
tor. 


Combined for Profit—It seemeli to 
him but a logical step to take ad- 
vantage of the excellent tire retailing 
facilities offered by service stations. 
Like many iarge tire dealers, in- 
cluding the large rubber company 
stores, he has always pumped gaso- 
line at his own establishment. He 
follows the accepted practice of com- 
bining all of the usual service sta- 
tion operations with tire selling. 


To Mr. Grossman it made good 
sense to transfer the same kind of 
mangement to service stations, us- 
ing the same methods of advertising, 
display, training of employes, and 
related administrative techniques. 
When the opportunities presented 
themselves he took on station leases, 
just as any other dealer, except that 
he grouped a chain of outlets, re- 
gardless of the gasoiine brand, under 
the Market Tire management. 


The immediate reaction of most 
oil men to such an arrangement 
probably would be unfavorable. They 
would suspect at once that the service 
stations involved would lose gallon- 
age because of the preoccupation 
with tire selling. Such has _ not 
been the case. The service stations 
are all doing a satisfactory gallon- 
age. In some cases when Market 
Tire took them over, the stations 
have achieved notably higher gal- 
lonage figures. 


Advertise Stores—The tire end of 
the business, of course, does get a 
lot of attention, With a chain of 
service stations, in addition to its 
main establishment, it is practical 
for Market Tire to run advertising 
copy in local papers, and advertise 
through other channels, on behalf of 
all of its outlets. The station lo- 
cations are listed in the newspaper 
ads as “stores” of the Market Tire 
Co. They are not identified by 
brand of gasoline carried, and thus 
the gasoline end of the business ap- 
pears to be subordinated. 


But the stations employ al] of the 
built-in gasoline brand identifica- 
tions such as street signs, A-boards, 
pump and station colors and so on 
since nearly all of them were built 
either by oil companies or by others 
following oil company designs. All 
that Market Tire has added is its 
own name in the form of a large 
sign on the station, a jumbo off-the- 
road tire as permanent display at 
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the curb, and plenty of tires in visi- 
ble displays on the drive. 

It should be noted that the gener- 
ous display of tires is no more than 
oil companies have been. recommend- 
ing to deaters, as an effective aid 
to TBA merchandising at service 
stations. 


Inquiry at the stations run by 
Market Tire Co. indicates that the 
company’s consistent program of tire 
advertising brings people into the 
stations asking about tires. This 
gives the station crew a chance not 
only to cell tires but to win perma- 
nent gasoline customers. 


The advertising campaign carried 
on by Market Tire plays up all of 
the features usually found in rub- 
ber company, mail order house and 
accessory chain advertising. That is, 
prices are emphasized, along with 
seasonal specials, and budget terms. 


Retreads are featured, since Market 
Tire operates a big retreading shop 
and is able to provide the stations 
with a wide choice of treads and 
sizes. 


The advertis'ng also capitalizes on 
the fact that service ctations are 
open during evening hours. 


Sales Meetings—tTraining station 
operetors is of course a key activity 
for all who run stations with sa:aried 
crews. Market Tire brings all sta- 
tion managers in for sales meetings 
once a week. They are well grounded 
in how to sell tires. But they are 
also trained on all phases of service 
station management. 


The training given to station man- 
agers alco includes servicing and sell- 
ing batteries, and other TBA items. 
It inciudes coaching on how station 
managers can go about training 
their station employes, and co pass 
on the knowledge imparted to them 
in the Market Tire sales meetings. 


An incentive plan awards specific 
“amounts fer each tire or battery 
sale. The amounts range from $2 
to $3 for a tire in the premium class, 
down to $1 for a battery. Premium 
tires and batteries do not seem to 
figure very largely in sales at the 
service stations. On the other hand 
a good volume is done in second line 
tires and in retreads. 


Customer Evaluation—tThe service 
station men are not urged to trade 
up the customer to the higher 
priced merchandise, through the medi- 
um of the company’s budget plan. In- 
stead they are trained to watch 
for some indication from an in- 
quiring customer as to how high he 
might wish to go on price. The 
sales talk from there on is pitched 
largeiy in accord with this initial 
evaluation of the customer. For 
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The’ Best In 
EWER-TITE OTT Td am Gelb) ) ale: 











Superior quality forged body 4 
—precision nena ; 
Uniform wall thickness 


Extra heavy reinforcing rim 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
—greater safety and 
economy longer 
service 


Uniform heavy 
wall thickness 


—no weak spots Superior quality forged body » 


—precision machined 
— accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 


(Amnoureing 

; / VY 

He NAW Guardian 
Shor Horizontal Fluorescent 
Continuous “T” Lights 


ie ry h,: fan 
cone toosin Mlb Klan Lighthag 








Guardian Light Company 











“AFTER 153,647 MILES* 


Exide Ultra Start is still going strong!” 


*As of April 1, 1953 


“ht has lasted five times as long as any previous 
battery—has outlasted the service life of two cars 
and is now in its third—has had no recharge. Our 
patrol cars work 24 hours a day and have such 
extra electrical equipment as sirens, flashing lights 


and two-way radio.” 
Frank R. Whitten, Chief 


South Portland (Maine) Police Dept. 


EVERYBODY’S TALKING about the sensa- 
tional new Exide Ultra Start battery. Police 
departments, taxicab companies, and truck oper- 
ators have hailed its extra ruggedness... extra 
long life . . . exceptional reliability. 

Think what Ultra Start’s record in hard serv- 
ice means to the car owner who wants a battery 


that assures both dependability and long life! 

Go to your nearest Exide dealer today. Let 
him give you a free battery test and tell you more 
about the amazing new features of this rugged, 
longer lasting Ultra Start battery. The Electric 
Storage Battery Company, Philadelphia 2, Pa. 
Exide Batteries of Canada, Limited, Toronto. 


WHEN IT’S AN Exide...vou START 


“EXIDE” and “ULTRA START", Reg. T. M. U. S. Pat. Of. 





The millions of motorists who read Life, 
Time and The Saturday Evening Post 
will see this amazing battery story. 


In 1951, when the Exide Ultra Start was 
introduced, we hesitated to predict how 
long it would last. We sincerely believed 
that the Ultra Start was the best battery 
ever to hit the market. Reports coming in 
from all over the country are proving we 
were right. 


Here in this full-page Exide advertisement 
is the story about a stock Ultra Start that 
has outlasted 2 police cars... without 
recharging . . . and is still on the job in a 
third car. 


If you’re not already handling Exide bat- 
teries, switch to Exide now. Be one of the 
Exide dealers who will tell their customers 
the convincing story of the Ultra Start 
battery that served in 3 police cars and is 
still on the job. Cash in on Ultra Start .. . 
its advertising . . . its acceptance. The 
Exide line is a money maker. 


See the Exide distributor today. 


THE ELECTRIC STORAGE BATTERY COMPANY 
Philadelphia 2 
Exide Batteries of Canada, Limited, Toronto 
“EXIDE” and “ULTRA START,” Keg. T.M. U.S. Pat. OF. 


IT’S GOOD TO BE AN EXIDE DEALER 
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example, from long habit, owners of 
old model cars are presumed to be 
price buyers, and to them the 
premium and first line tires are 
never mentioned, only second line 
and retreads. 

Thus Market Tire’s merchandising 
philorcophy on several points, veers 
away from traditional practices in 
the oi] and tire field. 

First, the idea of bringing under 
one management, a group of ser- 
vice stations flying several different 
flags, is itself unique. 

Second, running a string of salary- 
operated service stations, while not 
unknown in the industry, is not the 
common practice. 


Third, tire merchandising experts 
recommend (at least to petroleum 
marketers) that tire price advertising 
is good for bringing in the custo- 
mers, but that the profit lies in 
trading up the customers to the 
first line and premium-priced goods, 
using the budget plan to overcome 
price objections to the higher priced 
lines. - Market Tire does not find it 
necessary to sell that way. 

One of the most striking aspects 
of Market Tire’s program is the 
effect of tire advertising as a means 
of selling both tires and gasoline. 
While it would be a mistake to credit 
this advertising with doing the whole 
job, since each of the gasoline brands 
sold aiso is advertised to some ex- 
tent by the gasoline supplier, still 
it cannot be denied that the combi- 
nation: builds station traffic. 

Accent on Sales—There also seems 
to be some difference, perhaps in 
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GULF batteries 
ate merchandised 
at the one Marker 
Tire service station 
flying the Gulf 
flag. Here, Marvin 
Barkin tests a new 
battery he has just 
sold to a customer 


degree on:y, in the emphasis on sell- 
ing in the training of service station 
managers. Market Tire Co. calls its 
station managers salesmen, and their 
instruction is called sales training. 
The status of the station managers 
as salesmen is kept before them con- 
stantly. Typical petroleum marketers 
talk more about service, They try 
to educate their dealers to sell through 


good service. From that theory 
springs the TBA slogan of pointing 
out the need as the sure and easy 
way to sell. 

These contrasts, for whatever they 
are worth, mark a way of merchan- 
dising new to the petroleum industry, 
and to the tire industry as well. 
They are the resu:it of Mr. Gross- 
man’s theory of what it takes to 
make money in tire retailing, which 
he enumerates in this way: 


1. It is nece-sary to have brand 
control. To him this means 
having a tire line on an exclu- 
sive basis in his territory. 

2. With a product having mer- 
its which can be demonstrated, 
rather than just talked about, 
prospective customers should be 
given plenty of opportunities to 
see and touch the tires. 


*3. There must be exposure to 
traffic at the right hours, which 
Market Tire obtained by lining 
up a group of service stations. 
4. There must be a consistent 
advertising program. 

5. The people who sell have to 
be trained. 


Spark Plug Promotion 

Electric Auto-Lite has prepared a 
booklet which points out eight rea- 
sons why dealers can do more spark 
plug business with the Auto-Lite line. 
It outlines Auto-Lite’s dealer sales 
plan; technical field service; field 
sales support; continuous consumer 
and trade advertising; and merchan- 
dising aids such as the Plug-Chek 
indicator; the spark plug merchan- 
diser and the spark plug cleaner. 





SALES PUNCH is put into the weekly sales meetings attended by the managers who 
run the Market Tire service stations by, left, Melville F. Santmyers, sales manager; 
and Robert Grossman, president 
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DENVER é 
says... ‘‘We are pleased to recommend the 


GLOBE Srame-Kentact HOIST 


That’s the first thing Jerry Connolly, Service Con- 
troller, says in his letter outlining Denver Buick’s 
experience with the three Globe Frame-Kontact 
Hoists installed in their modern building. 





These Hoists are used for chassis lubrication, wheel- 
bearing work, oil changes, state brake inspection, 
shock absorber service, under-car inspections. And 
Mr. Connolly says: ‘‘Conservatively, we have speeded 
up this department 100% over the old-type free 
wheel and roll-on lifts we used in the old building.”’ 
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* 





*Globe Frame-Kontact Hoists are manufactured under one or more of the 
following patents: 2593630-2593635. Other U. S. & foreign patents pending. 








Factories at Des Moines, lowa and Phila., Pa. 


poo o- 
| NPN.528 
GLOBE HOIST COMPANY 
| 1000 E. Mermaid Lone 
= | Philadelphia 18, Pa. 
| 1 want to know all about Globe Frame-Kontoct Hoists. 
| Nome 
| 
QU tHe BEST’ wet > | Address 
Glebe Hoist Company, 1000 E. Mermaid ry Phila. 18, Pa. City and Zone State 
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TBA TOPICS 





This somewhat 
startling piece of 
publicity arrived in this department 
recently which conjures up some dis- 
maying thoughts: A description (with 
a picture) of the new idea for a 
container in which a motorist may 
save last winter’s antifreeze. 


There is no point in explaining how 
this container is made, or who makes 
it. It appears to be an ingenious 
idea, developed by people who seem 
to know what they are doing. They 
claim there are a number of other 
uses for their container besides sav- 
ing old antifreeze. We wish them 
well. We hope they seil a lot of their 
srs product—but not at service sta- 

ons, 


The appearance of this special con- 
tainer, first of its kind, coincides 
quite logically with the spring 
changeover season. It is the tradi- 
tional boom period for the oil market- 
ing business, when motorists every- 
where except the deep South, are 
supposed to flock to service stations, 
there to have their car radiators 
drained of antifreeze, flushed, then 
refilled with water plus corrosion in- 
hibitor. 


Thus the manufacturer of this 
novel device, in his pitch for the 
service station market, couldn’t have 
been more timely. The startling 
thing about his approach is that he 
doesn’t bother to bring up any argu- 
ment in favor of saving antifreeze. 
He just takes it for granted that lots 
of people do it, and that dealers are 
eager to furnish containers to help 
them, 


This assumption on his part has 
some unsettling implications. We 
would like to think that he has mis- 
judged the demand in petroleum 
circles for a container for used anti- 
freeze. But his propaganda speaks 
of the problem deaiers have in pro- 
viding suitable cans or bottles for 
their customers to use for this pur- 
pose. 

Can it be that dealers encourage 
the practice of re-using antifreeze? 
Or is it possible that any consider- 
able number of car owners insist on 
it, to the point where dealers feel 
that they must comply with their 
customers’ wishes? 


Naturally among the millions of 
car owners in the U. S. and Canada, 
there will be some who will risk 
cooling system corrosion by re-using 


Dealer Education on Antifreeze Re-Use 
Can Save Cooling Systems, Build Sales 


By Frank C. Sturtevant, TBA Editor 


antifreeze a second season. This 
might be especially true in Canada 
where the non-boiiing type of anti- 
freeze costs better than $5 a gallon. 
Car owners might do this for reasons 
of thrift, coupled with lack of in- 
formation about the danger involved. 


But it would seem out of charac- 
ter for the average motorist to put 
up with the trouble and inconven- 
ience, even if no one ever told him 
about corrosion. And surely it would 
be simple, indeed, for dealers to talk 
most of them out of the idea, by pre- 
senting a few facts. 


That brings up another disquieting 
thought. Do dealers really believe 
that corrosion inhibitors in anti- 
freeze compounds lose their effective- 
ness after a season of use? They 
have had ample opportunity to hear 
the true facts—or so it would seem. 
But this spring has seen an unusual 
amount of effort put forth by almost 
every oil marketing company in the 
U. S. and Canada to explain to their 
dealers just why the practice of re- 
using antifreeze is unsound. 


This concentration of fire directed 
against the re-use of antifreeze may 
indicate a sudden suspicion that serv- 
ice station operators are not doing 
their part in holding this pernicious 
practice to a minimum. Perhaps a 
similar estimate of the situation led 
the container manufacturer to take 
this time to introduce his new anti- 
freeze saver. 


The explanations prepared by oil 
companies on the deterioration of 
antifreeze after a season’s use in- 
variably rely on and quote from bul- 
letins on the subject issued by the 
American Society for Testing Mate- 
rials or the U. S, Bureau of Stand- 
ards. Both of these sources report 
that tests they have made furnish 
plenty of proof of the progressive 
weakening of corrosion inhibitors in 
antifreeze. 


The story is not new. It is summed 
up again in an article on cooling 
system care which appears on p. 88 
of this week’s issue. Most reasonable 
people who read it are convinced that 
cooling system wiil rust unless the 
radiator water, with or without anti- 
freeze, is treated periodically with an 
anti-corrosion compound. 


If dealers are not sold on this idea 
it must be because they are tem- 
peramentally both cynics and skep- 
tics. They are cynics because they 


assume that any argument in favor 
of throwing away antifreeze is taint- 
ed with the desire to sell more anti- 
freeze. Why dealers should object to 
selling more antifreeze is beside the 
point, for the moment. 


Dealers are skeptical of all tech- 
nical arguments. They have no par- 
ticular respect for ASTM or the Bu- 
reau of Standards, even when the 
conciusions reached seem to track 
with their own best interests. There 
are far too many dealers who are 
weak enough, or apathetic enough, to 
go along with any cockeyed, false 
economy notion a customer may sug- 
gest. 


If this state of affairs, combined 
with some past periods of antifreeze 
shortage, has indeed cultivated a 
tendency toward saving last year’s 
antifreeze, it calls for vigorous op- 
position -by oil marketers. 

It would be well worth while to go 
behind the bare conclusions offered 
by the ASTM and Bureau of Stand- 
ards bulletins, and teach dealers 
more about how corrosion is retard- 
ed and controlled in cooiing systems, 
what chemicals are employed, how 
they work and other details. 


The story needs repeating in varied 
form at frequent intervals all during 
the hot weather season. There will 
be plenty of owners who will forget 
or neglect their radiators until well 
into the summer. 


TBA Convéntions Slated 


Three TBA conventions come up 
in the weeks immediately ahead. 

The Oil Industry TBA Group, Mid- 
west Section, will meet in Louis- 
ville, Ky., at the Kentucky Hotel, 
May 14-15. 

The Canadian Section meets at 
the Royal York Hotel in Toronto, on 
Monday, May 25. M. M. Riley, general 
sales manager, Supertest Petroleum 
Corp., Ltd., will talk on “The Petro- 
leum Industry in Canada and the Po- 
sition of the Gasoline Outlet in the 
Canadian Economy.” 

Other speakers at the Canadian 
meeting will be: H. S. Pritchard, gen- 
eral sales manager, Dunlop Tire & 
Rubber Goods Co., of Canada, Ltd., 
who will discuss “Tire Sales and 
Service at the Retail Gasoline Out- 
let”; C. W. Wright, C. W. Wright and 
Associates, who will talk on “Selling 
at the Service Station—How to Make 
Salesmen out of Service Station Per- 
sonnel”; and E. W. Hayter, McCann- 
Erickson, Inc., “What Is Good Adver- 
tising at Service Stations and What 
Media Can Be Used Most Effec- 
tively.” 

June 1-2-3, the Assn. of American 
Battery Manufacturers meets at the 
Chateau Frontenac in Quebec. Wal- 
ter Anderson, of Globe-Union, heads 
the Merchandising Division, A main 
topic will be the 12-volt battery. 
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if you like money, 


you'll love 
Norwalk’s 
guarantee! 


You can bank on it... 





build on it... depend on it! 
Here’s one guarantee that 
REALLY sells tires! 





Because it’s simple, straight-forward, , 
What Other Line 


Offers All These Features? 
1-A great tire backed by a great 


confidence-inspiring. Because it guarantees 


every Norwalk tire unconditionally for 18 months 


regardless of mileage! For example, a Norwalk manufacturer 

tire damaged the first month is replaced . . . we repeat, “—_- tere tage at y = pan 
replaced . . . by a new one for only 1/18th its original protection on good roads and bad. 
cost to your customer! Only a great tire could *Precision balance. 


be backed by such an unqualified guarantee! Pang a 


5. passenger 
If you’re a petroleum marketer, here’s the Cokie ad 1 sii 


guarantee tailor-made to build traffic, sales, volume. ®-Powerful local and national ad- 
vertising to pre-sell your customers. 


7-and a protected franchise that 
Rubber Corporation, makes sure you keep them. 


Norwalk, Conn. Today! 


S & V-4e-0R BALANCED 


NORWALK = TIRES 


Plants at Norwalk and West Haven, Conn., Natchez, Miss. and Des Moines, lowa 


For full details, write The Armstrong-Norwalk 
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MOBILE RADIOPHONES are installed in the Mace road service trucks, by contract with a local radio station. The Mace switch- 
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board is open 24 hours a day, and by arrangement takes care of calls for other mobile phone subscribers during night hours 


Jobber Grows With Many-Sided Operation 


When Herbert N. Mace parks his 
new Lincoln in the station driveway 
adjoining his combination office, ap- 
pliance store, TBA warehouse and 
automobile agency, it’s for the pur- 
pose of displaying one of the products 
he cells. 

He is also an oil jobber and 
a farm implement dealer. His office 
is the nerve center of three corpora- 
tions engaged in a complex but logic- 
ally related group of merchandising 
activities. 

To other oil jobbers this is not an 
unusual situation. In come of its 
phases it illustrates how petroleum 
and TBA distribution tend to drift 
together. The other sidelines are also 
well known to oil jobbers, because 
many of them have assembled under 
one management, in varying combina- 
tions, the same kinds of distribution 
carried on by the Mace companies. 

These include: 


1. An oil jobbing business which 
distributes Socony-Vacuum gasoline, 
motor oil, fuel oil and lubricants, and 
the Mobil TBA line. The larger 
service stations are supplied with gas- 
oline by direct delivery. Ten tank 
trucks cover farm routes operating 
from the main bulk plant in Terre 
Haute, and two consignee points, one 


in Hymera, Ind., and one in Green- 
castle, Ind. 


2. A tire, battery and general auto- 
motive parts and accessory business. 
This is both a retail and a whole- 
sale business, operated from the com- 
pany headquarters, separate from the 
bulk plant. A warehouse at this 
point is the supply source for the 
Mace wholesale TBA-parts business. 


In addition to items usually found 
in a TBA line, the business com- 
prises such replacement accessories 
as fuel pumps, generators, shock ab- 
sorbers, carburetors, voltage regulat- 
ors, ignition parts, fuel lines and fit- 
tings, plus some related equipment 
like battery chargers and wheel bal- 
ancers. 


3. Pennzoil Co. and Quaker State 
motor oil distributorship. 


4. A Lincoln-Mercury automobile 
agency, including a used car lot, and 
a service shop which does body re- 
pair and painting. 


5. Farm implement sales business, 
which also includes its own second- 
hand lot and service shop. 


6. A tire retreading shop which is 
a natural adjunct of the tire business. 


7. A limited amount of appliance 


selling at retail from the display 
room adjoining the automobile agen- 
cy. 


To these might be added a nice 
volume of retail service station busi- 
ness done at the pump island adjoin- 
ing the automobile and appliance 
display rooms. The Mace establish- 
ment is open 24 hours a day, seven 
days a week, and is the only one in 
the Terre Haute area so operated. 


Petroleum volume runs well above 
5,000,000 gals. a year, and dollar- 
wise accounts for more volume than 
the tire business. Annual tire volume, 
naturally the backbone of the TBA 
end of the business, runs regularly 
above the $250,000 mark and places 
this company among the leading tire 
dealers in the country. 


About 50% of the tire volume is 
retail, and 50% wholesale, a com- 
mon situation among large tire deal- 
ers. 


TBA Volume the Aim—tThe strictly 
TBA wholesaling end of the Mace 
business seems to depend for its prof- 
its on the handling of as many items 
as possible, so as to build up the larg- 
est dollar volume possible. This con- 
forms to the classic economic func- 
tion of wholesaling as being the 
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HORNLUME STATIONS 
COOLER 


Practically all service stations today 

are flat roof construction such as the types shown. 
In some parts of the country these roofs are 
exposed to temperatures as high as 120°F. 
Cooling by air-conditioning is impractical and 
prohibitive. But the use of Hornlume is a simple 
economical way to reflect 70% or more of the 
ultra violet rays from the roof surface and keep 
Station interiors cooler and more 

inviting to car drivers to make purchases. 


Horniume is specially formulated aluminum paint applied by brush 

or spray to the roof surface. The vehicle penetrates; 

the aluminum pigment forms a mirror-like surface on top due to its leafing 
properties and brightness . . . Horniume provides a protective 
heat-reflecting surface on new or old flat top roofs of composition, 
corrugated metal, tin, gravel or concrete. 

Send for Hornlume data. Cool stations increase hot weather sales. 


A.C. HORN C0., Inc. 


Manufacturers of materials for building maintenance and construction 
LONG ISLAND CITY 1, N.Y. © Los Angeles - San Francisco - Houston 
Chicago-Toronto SUBSIDIARY OF SUN CHEMICAL CORPORATION 


MAY 6, 1953 


Peewee ww es se 

A. C. HORN COMPANY, INC., 

Long Island City 1, N. Y. 

Please send me [(] complete data on 
HORNLUME 
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New Strenath for your dealers! 





The one strongest TBA sales-and-profit power 
you can put in your dealers’ hands is the 
U. S. Royal Program. Time after time, it 
brings station-operators extra and easier 
sales success. And time after time, as a 
result, it insures oil marketers less dealer 


turnover—more dealer stability. 
LIFEWALL LIFEWALL 
U. $. ROYAL MASTER U. S. ROYAL AIR RIDE 
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U. S$. ROYAL DE LUXE 


The reason’s simple: this program delivers 
just what dealers need. A line of prod- 
ucts unrivaled in the TBA industry—each 
with its own “‘edge’”’ of demonstrable selling 
features—each known and bought by 
millions. A level of profits that tops the 


stield year after year, all year long! 
THE U. S. TIRE 
THE U.S. TIRE, EL. P. ” —_CENTIPEDE GRIP 


UNITED STATES RUBBER COMPANY 
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distribution of a large volume of 
goods on a relatively close margin. 


Mace TBA wholesaling, as present- 
ly conducted, is not the result of a 
planned program. It evolved out of 
a Willard battery distributorship 
taken on about 20 years ago. Opera- 
tion of the Willard wholercale fran- 
chise required truck distribution of 
batteries over an 18-county area, a 
function still performed by the Mace 
enterprise. 

Originally Mace trucks carried only 
Willard batteries. Although the firm 
had already been a Goodyear tire 
dealer for some years, the tire busi- 
ness was still largely retail. The bat- 
tery business, then as now, had its 
seasonal swings. The low points 
presented a wide open opportunity 
to take on other items. The Mace 
trucks started to distribute tires, 
followed by Quaker State and Penn- 
zoil lubes and eventually by the mul- 
titude of goods presently carried. 


The three Mace TBA trucks call 
mostly on service stations, but their 
customers are scattered over a far 
wider area than the limits of the 
Socony-Vacuum distributorship, which 
is confined to four counties. 


The three men who drive the whole- 
sale trucKs are the key men in the 
Mace TBA and parts distribution. 
They travel regular routes which have 
been worked out from long experience. 
Intervals between dealer visits range, 
on an average, from one to two 
weeks. 


Mine Accounts—While the oper- 
ators of the parts-TBA trucks do 
nearly all of their business with serv- 
ice stations, a man is assigned part 
time to cover fleet accounts and 
coal mines. There are several large 
mine operators in the area, and they 
buy Diesel fuel, motor oil, off-the- 
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TBA TRUCK INTERIOR—Wood bins are built along one side of this large van 


truck used by Mace for TBA distribution. 


Checking in a load is route salesman 


Bill Stark (left), and TBA-parts manager Joe Timmons 


road tires and of course many related 
parts and accessories, 

In their relations with service sta- 
tion operators, the Mace TBA men 
do a minimum of advising or coun- 
seling with dealers on service or sales 
tactics. They concentrate on knowl- 
edge of their goods, knowledge of 
their complete line, and knowledge of 
the individual dealer’s preferences. 
The Mace hold on dealer TBA busi- 
ness is based on service to dealers 
which features: 


1. An extensive line. In a territory 
in which no city has more than 75,000 
people, there tend to be fewer large 


a # tec, * 


gallonage outlets, hence more depen- 
dence on sidelines; fewer lessee deal- 
ers; more dealer stability; more reli- 
ance on established contacts for 
station requirements. 

2. Well known brands. The whole 
organization talks up the value of the 
brand names in the line. The busi- 
ness started on Willard battery origi- 
nally, and now includes such names 
as Autolite, Goodyear, Pennzoil, 
Quaker State, Purolator, Warner, 
Peak, Nor’Way, and so on, to men- 
tion a few. 

3. Regularity and dependability of 
delivery service. This includes emer- 
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THREE TBA TRUCKS handle the distribution to service stations of the varied Mace line of tires, batteries, motor oi), accessories 
and parts. Drivers lined up to start off on the regular routes are, left to right: Joe Timmons, newly placed in charge of TBA 
and parts operations; and route salesmen Dave Sweeney, Bill Stark and Nick Prechtel 
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BRIEF CONFERENCE—No seeker of solitude, Herbert N. Mace, left, head of the 
various Mace enterprises, pauses briefly in his new car show room to transact a little 


speedy business with Charles Oliver, one of his two chief assistants. 


The other is 


office manager Marie Mitch 


gency delivery of tires or a battery, 
but the company does not attempt 
to win business by making rush de- 
liveries of whatever small item a 
dealer may be short of. 

4. Credit. The credit facilities ex- 
tended by Mace to dealer customers 
are normal for this type of trade. 
Relations are perhaps a little smooth- 
er because in many instances they 
have extended back over a long period 
of years. 

Idea Is Different— On the whole, 
the Mace TBA wholesaling operations 
resemble in many ways the conven- 
tional automotive supply wholesaler, 
As such they do not meet the ideas 
of the TBA departments of major oil 
companies, whose aim is always to 
offer their TBA line only to the 
dealers who display the oil company 
gasoline brand; to help make better 
merchants out of them so that they 
can make more profit and be in a 
stronger competitive position. 


Mace does give more help on TBA 
merchandising to those dealers who 
are Socony-Vacuum outlets. The Mace 
Petroleum Sales Co., which handles 
the petroleum jobbing phase, main- 
tains close contact with there dealers, 
but the sales staff operates inde- 
pendently of the TBA truck crew, 
and is based at the Terre Haute bulk 
plant, which is a separate location. 

At the bulk plant a stock of Mobil 
tires, batteries and other goods in the 
Mobil TBA line is maintained. Dealers 
are told about it, and those who wich 
to sell Mobil brand TBA products are 
supplied from the bulk plant ware- 


house. Naturally the volume is rel- 
atively small, since Socony-Vacuum 
had no TBA program at all in the 
days when Mace began building up 
the distribution of Mobil gasoline in 
the area. While that was going on, 
the TBA lines which Mace was al- 
ready selling became well entrenched. 


Some of the ways in which these 
multiple business activities contribute 
to over-all profits stem from the 
ability of the management to super- 
vise all of them. One credit depart- 
ment passes on credit for all of the 
enterprices; all hiring is done at one 
place; bookkeeping and collecting is 
controlled from one point; advertis- 
ing for any class of merchandise 
helps the whole business. 

Centralization—Some of there ad- 
vantages are possible only because 
the diverse activities are carried on 
either under one roof, or in establish- 
ments but a few blocks distant from 
the central office. Mr. Mace can look 
over all phases of his business every 
day if he so desires. 


Even the consignee-operated bulk 
plants, and a couple of sub-distrib- 
utors who handle the TBA and 
branded motor oil lines, are not so 
far distant that he cannot visit them 
on the spur of the moment. 


The same goes for Charles Oliver 
who administers credit, is responsible 
for perconnel, and looks after adver- 
tising; or Joseph Timmons, who su- 
pervises the TBA warehouse and the 
operations of the three TBA trucks; 
or Miss Marie Mitch, who manages 
the office. 

In some’respects the layout of the 
Mace headquarters contradicts those 
who claim that efficiency suffers in 
overcrowded working quarters. The 
basement is crammed full of tires 
and the space in back of the parts 
counter, which serves the car repair 
shop, the service station, and the TBA 
trucks, probably holds more parts 





USED TIRES are always on display in this double-deck, home-made rack at one 
side of the driveway in the William Morris station. Mr. Morris, a Shell dealer, is 
one of the best TBA customers on the Mace list 


NATIONAL PETROLEUM NEWS 


— 





TIRES-BATTERIES-ACCESSORIES 





and accessories per square foot than 
any other similar establishment; the 
repair shop does part of its work in 
a building across the back alley; 
everyone agrees that the parking 
lot beside the service station drive- 
way isn’t nearly big enough. 


But nobody has any trouble com- 
municating with a fellow worker, or 
with the heads of the business. Both 
customers and employes get quick 
answers to all questions. 


Expansion Eyed—<And it may be 
that there is some sales value in the 
compact arrangement, although no 
one claims any special virtue for it. 
In fact the Mace people talk about 
plans for expansion. Meanwhile this 
is what the customer sees when he 
visits the Mace establishment: 

He must drive across a busy drive- 
way to enter the car service shop or 
the lube bays. On his way he must 
pass the gasoline pumps, so what 
more natural than to be reminded of 
the gasoline level in his tank? 


The driveway is always a busy 
place, giving the impression of pop- 
ular, well patronized business. There 
is always some tire service work 
being’ performed, so he can’t forget 
about tires. 

The driveway is small enough co 
that he can’t help but notice the 
display window, built along one side, 
packed full of appliances. The drive- 
way would be choked if it were not 
for the adjoining parking lot which 
is also a Mace enterprise. 

The customer who wishes to wait 
while his car is being serviced, is 
invited by large signs to be seated in 
the Lincoln-Mercury display room. 
But there is only one way to get 
there, and that is through a single 
aisle in the appliance display room. 


| You ‘Ul See it E& verywhere / ae 


This space is not really large enough 
to hold all the merchandise, so the 
aisle is not very wide. In fact it is so 
narrow the customers brush against 
the new stoves, refrigerators, wash- 
ing machines, and numerous small 
appliances, not to mention a couple 
of premium grade tires. 


There are always a half dozen 
women customers sitting in the easy 
chairs in the corner of the new car 
show room, waiting for some service 
to be performed on their cars. Over- 
flowing through the doorway from 
the crowded appliance display room 
are three or four television sets, so 
a couple of. them are always turned 
on for the benefit of the waiting 
customers. 

The new car show room is not 
big enough either, so the seated cus- 
tomers are close enough to the new 
cars to take in all the details. The 
waiting ladies may take their ease 
and dream about the new household 
equipment, television set or new car 
they hope to get some day. 

Or if their hopes fall a little short 
of that, there is the Mace used car 
lot directly across the street, plainly 
visible through the big windows. 

It is hard to see how an oil job- 
ber could do much better in any 
quarters, to promote all of his side- 
lines. By F.C.S. 


Decal Boosts TBA Budget Plan 

A window decal advertising a TBA 
budget plan has recently been sent 
out to Union Oil of California deal- 
ers in response to suggestions by 
three separate dealers that the com- 
pany provide a sign so customers 
would know that credit was available. 
The round decal reads, “Budget terms 
on tires, batteries, accessories.” 
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New Atlas Tire Makers 


Standard of Ohio officially con- 
firmed on April 23 that it has con- 
tracted for production of tires under 
the Atlas brand with Seiberling Rub- 
ber Co., Barberton, Ohio, and with 
Cooper Tire & Rubber Co., Findlay, 
Ohio. Sohio markets Atlas brand 
TBA products through some 2,800 
service stations in Ohio. 


This is the first known switch of 
Atlas tire manufacture away from 
former sources since the decentrali- 
zation of Atlas purchases was begun 
about a year ago, as an outgrowth 
of the Federal Trade Commission's 
1951 cease and desist order, It is 
also the first time Seiberling has 
ever made a private brand tire. 


Samuel H. Elliott, Sohio vice pres- 
ident, who has been carrying on_the 
negotiations with L. M. Seiberling of 
Seiberling Rubber and W. B. Brewer 
of Cooper, expects that tires wil 
start coming in from the new sources 
sometime this coming summer. Still 
responsible for selling the tires is 
Sohio’s TBA manager M. S. Marsh 
and John J. Peck, tire specialist. 


Tire Contest for Women 


Seiberling Rubber Co., starting 
May 1, is featuring in its national 
consumer advertising a prize contest 
for women, the top prize being a 
free two-week trip to Paris. The 
campaign is aimed at the 18 million 
women who have a driver’s license, 
and the object is to make women 
drivers more conscious of tires and 
tire care as an element in safe driv- 
ing. Contestants have to write the 
usual 25 words about the desirable 
features of Seiberling’s premium tire 
line. 


Filmore & Clinton + Amherst, N.Y. 
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WHAT HAPPENS to water jackets in automobile cooling systems when no corrosion inhibitor is used in the radiator water 


‘Drain-Out Plan’ — Radiator Service Made Profitable 


By C. A. WESLAGER* 


A new spring “Drain-Out Plan”, 
with distinct advantages to the car 
owner, and extra TBA profits to 
the service station dealer, is now be- 
ing widely promoted at many oil com- 
pany outlets. This merchandising 
plan, originated by Du Pont Co. sales- 
service representatives, was first 
tested in the spring of 1952. with 
select dealers, preliminary to launch- 
ing the 1953 national program. 


Four basic steps followed by the 
dealer in carrying out the new custo- 
mer service include: (1) draining the 
antifreeze, (2) cleaning and flush- 
ing the system with a special clean- 
sers, (3) chécking all radiator parts, 
such as fan belts, hose and connec- 
tions, and (4) filling the radiator with 
fresh water and adding a liquid anti- 
rust compound, made especially to 


prevent cooling system corrosion and _ 


to lubricate the water pump. 


The service station operator is fre- 
quently called on in the spring to 
drain antifreeze from a customer’s 
radiator and fill it with fresh water. 
The -customer usually expects this 
as a free service, even though it may 
take many costly man-hours in a 
single season. In the rush of com- 
pleting a ‘‘nuisance” job, the attend- 
ant overlooks opportunities to check 
for worn fan belts, defective hose, 
clogged radiators, and to make other 
under-the-hood inspections which may 
result in additional business for him. 


*Assistant manager.speciaities sales, E. I. 
od Pont de Nemours & Co., Inc., Wilmington, 
1. 


With the new plan, the dealer 
charges a flat price (depending upon 
price levels in his area) ranging from 
$3.95 to $5.95 to render the com- 
plete four-step drain-out service. In 
carrying out this organized plan on 
a “pay” basis, the car owner gets 
full value for his expenditure and 
the dealer receives the fair income 
to which his service entitles him, 


Advantage to the Car Owner—The 
drain-out plan gives the car owner 
assurance that his cooling system 
troubles will be minimized for sum- 
mer driving. First of all, the re- 
moval of antifreeze from the system 
is a necessary step, but by no means 
the only precaution needed. 


Cleaning and flushing the system, 
a practice recommended at least twice 
a year by car manufacturers, rids 
the cooling system of rust, scale, and 
grease deposits which collect during 
the winter. 


A chemical combination of iron, 
water and air produces rust. No 
cooling system is completely free of 
air, and the water jacket has a 
large iron surface constantly exposed 
to rusting when the coolant is cir- 
culating. Tests have shown that 
over 90 per cent of all solid matter 
that clogs radiators is rust. A 
cleanser must be used which will 
dissolve this rust, not just loosen 
it from the walls and put it into 
circulation. 


Impurities in water, particularly 
dissolved mineral salts, provoke cor- 
rosion or hard water scale, and rub- 


ber particles from rotted hose linings 
also tend to clog the system, 


When rust, scale and other foreign 
deposits are allowed to build up in 
the water passages or radiator tubes, 
a condition develops which leads to 
overheating. Often the impeller 
blades and housing of the water 
pump become corroded. Unless this 
corrosion is removed, it is inevitable 
that failure will occur in this vital 
unit of the system, which rotates at 
5,000 r.p.m. and pumps 6,000 gal- 
lions of coolant per hour. 


After the system has been cleaned 
and refilled with fresh water, addi- 
tion of the antirust and water-pump 
lubricant gives the owner assurance 
that everything possible has been 
done to prevent formation of new 
rust in the system. The installation 
of a chemical type inhibitor will not 
remove rust present in the system, 
but it will reduce normal rusting of 
iron by at least 95 %. 


In fact, antirust also prevents 
electrolytic corrosion, a condition re- 
sulting when two different metals 
such as iron and copper are placed 
in contact with each other in the 
coolant. A weak electrical current 
is generated and flows from one 
metal to another, as in a wet cell 
battery, causing localized corrosion 
that weakens or pits the metal. 


Although copper resists rusting, 
acid frequently develops in a cool- 
ing system through the presence of 
corrosive exhaust gases which have 
leaked into the system, and this at- 
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tacks copper parts. The use of the 
anti rust neutralizes acids and pro- 
vides the necessary alkaline reserve 
to stand guard throughout the sum- 
mer and combat acids at the time of 
their formation. 


Water-pump lubricating properties 
of the antirust automatically elimi- 
nates bothersome squeaks in the 
packing-gland type pump. A care- 
ful check of the condition and ten- 
sion of fan belts, hose and other 
radiator parts, as part of the drain- 
out service, is a final safeguard. We 
have learned by experience that a 
rusty cooling system, which seems 
to function satisfactorily in May, will 
fail to cool the engine in the July 
heat. 


Recommend Draining — Many car 
owners have the mistaken idea that 
no harm can result from leaving 
antifreeze in the cooling system 
during the summer, This notion is 
being dispelled by straightforward 
statements by leading antifreeze 
manufacturers and other authorities. 


For example, the Society of Auto- 
motive Engineers in the latest edi- 
tion of its pamphlet, “Maintenance 
of Automotive Engine Cooling Sys- 
tems” states: 

“Where antifreeze has been used, 
drain the solution in the spring af- 
ter freezing weather is past; flush 
the system thoroughly and clean if 
necessary; then install a fresh filling 
of summer rust inhibitor and water 
: . . The installation of inhibitor 
with water coolant is one of the 
most essential preventive mainte- 
nance services.” 

The National Bureau of Standards, 
Circular 506, Nov. 4, 1952, on “Au- 
tomotive Anti-freezes,” states that: 

“Under no circumstances should 
antifreeze solution remain in the 
cooling system during the summer.” 


To explain why this caution should 
be observed, the circular states: 


freeze solutions more than one sea- 
son. During use, antifreeze is sub- 
jected to several conditions that cause 
it to change its properties. Inhibi- 
tors are depleted by exhaust gas 
leaking into the cooling system. This 
gas, containing oxides of carbon, sul- 
fur and nitrogen, reacts with some 
inhibitors, destroying their effective- 
ness. It is also thought that it de- 
composes the antifreeze material it- 
self. Frequently, small amounts of 
air leak into the system, which causes 
lowering of inhibitor effectiveness. 
This effect is much greater if the 
level of coolant is allowed to fall 
low enough to cause air entrain- 
ment as the coolant is pumped into 
the top of the radiator. Localized 
‘hot spots’ in the engine, such as 
the area around exhaust valve heads, 
also cause decomposition of anti- 
freeze. 


“In order to maintain maximum 
protection against corrosion, drain the 
antifreeze solution after one winter's 
use, or earlier if it becomes rusty 
in a cooling system that was rea- 
sonably clean when the fresh anti- 
freeze was installed.” 


A similar recommendation to drain 
antifreeze at the close of the winter 
is made by the Committee on En- 
gine Antifreezes of the American 
Society For Testing Materials, in 
their technical publication No. 120, 
“Selection and Use of Engine Anti- 
freeze.” This applies to all types 
of antifreeze, including ethylene gly- 
col, methanol, ethanol, and mixtures. 

Promoting The Plan—tIn the proc- 
ess of consumer education, dealers 
are mailing handbills and post cards 
to their regular customers warning 


them that this is the season to drain 
out antifreeze and prepare the cool- 
ing system for summer driving. The 
owner is asked to phone or call and 
make an appointment, giving the 
dealer an opportunity to schedule 
the drain-out jobs between rush per- 
iods. 

Window posters reminding the mo- 
torist that “now is drain-out time,” 
are also being featured in many out- 
lets. 

The Du Pont Co., in its national 
magazine advertising, is attempting 
to further this educational program 
by urging car owners to ask their 
dealers for spring drain-out service. 
The new idea is rapidly catching on, 
and dealers everywhere are capitaliz- 
ing on the opportunity to render a 
useful service which has every indi- 
cation of finding its place as a perma- 
nent merchandising feature every 
spring. 


Lighting, Equipment Exhibit 


The Store Modernization Institute 
will stage an exhibit at Madison 
Square Garden in New York, June 
9-12. Included will be indoor and 
outdoor lighting equipment, signs and 
display fixtures, as well as some con- 
struction materials and warehouse 
equipment. 


General Tire Sells Interests 


General Tire & Rubber Co., Akron. 
is divesting itself of its part owner- 
ship in the Mansfield Tire & Rubber 
Co., of Mansfield, Ohio. About 49,- 
000 shares of Mansfield stock will be 
taken up by Mansfield management 
personnel, while another 200,000 
shares will be offered to the public 


In addition to its own Mansfield 
and Century brands, Mansfield makes 
private brand tires for the American 
Oil Co., and the Pure Oil Co. 








OHIO OIL’S TBA STAFF is starting on a new TBA program as a result of the company’s switch to a commission override con- 
tract with B. F. Goodrich. Left to right: R. L. Foster, assistant supervisor of advertising and sales promotion; C. A. Johnson, 
TBA sales specialist; E. W. Shoupe, manager, purchasing department; Wilbur Schwab, buyer, purchasing department; G. H. 
Young, assistant retail sales manager 
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SALES GRADUATES of the Monroe Auto Equipment Co, leaving the factory a 


left to right: 


nat 
- 


fter a two-week course on the 1953 program are, 
Warren Ellis (New York and New England territory); Howard Goll (central states); Bill Norvell (Southeastern 


states); Joe Lee (southern states) John Biddle (Pennsylvania) and Joe Bickel, Monroe sales manager 








POINT-OF-SALE—Miller fan belts are 

now packed in individual cartons which 

fit into a specially designed narrow wire 

display rack. It features a_point-of- 

purchase message reading: “Ask For Fan 
Belt Inspection Free.” 


Changes at American Oil 


Herbert A. Spott is back in the 
TBA business at American Oil Co., 
as assistant to Eugene H. Almy, who 
now heads the TBA department. 
Missing from the TBA department, 
however, is L. H. Immler, who has 
been moved to the position formerly 
held by Mr. Spott, directing the May 
oil burner subsidiary of American Oil. 


Seem Heads Council 


Donald B. Seem, advertising man- 
ager of Electric Auto-Lite, has been 
made chairman of the Distribution 
Council of National Advertisers. It 
is a co-operative organization to de- 
velop Operator 25 Service, comprised 
of leading national advertisers and 
the Western Union Telegraph Co. 


Sales Department Created 


Commercial 
Solvents Corp., 
New York, has 
created a new 
department to 
serve customers 
who market on a 
national basis. A. 
B. Swearingen, 
formerly western 
division sales 
manager, has 
been placed in 
charge of the 
new department, 
with the title of national accounts 
sales manager. 





Mr. Swearingen 


Associated Staff Changes 


The Associated Lines Division of 
Goodrich has moved Fred J. Sell to 
Minneapolis as district field repre- 
sentative, from a similar post at St. 
Louis. He has been with the com- 
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pany since 1936, most of the time a 
budget manager for distributor ac- 
counts. : 
Jack D. Nigh succeeds Mr. Sell at 
St. Louis. He has filled a variety of 
posts at the Goodrich factory since 
1941, moving into sales work in 1950. 





Change Rack for Car Visor 


An auto visor change rack, made 
of leatherette and plastic, has been 
designed to help motorists find 
change for parking meters and toll 
stations. It is made by the Bridge- 
port Leather Specialty Co., Box 141, 
Fairfield, Conn. 

As its name implies, it is installed 
on the sun visor by means of a clip, 
and includes a plastic coin holder for 
pennies, nickels, dimes and quarters. 
It is provided with a compartment 
for license and registration cards, a 
memo pad and a pencil. The cover 
may carry an advertising imprint if 
desired. 
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Southland Pushes TBA 


One of the biggest TBA advertis- 
ing programs on the part of an oil 
company is that of the Southland 
Co., Yazoo City, Miss., refiner and 
marketer of Southland gasoline 
largely in the state of Mississippi. 
Southland handles the Hood tire line 
made by the*Associated Lines Divi- 
sion of Goodrich. 

Dixie Advertisers agency at Jack- 
son, Miss. handles the Southland 
campaign, which is remarkable both 
for its continuity and for the prom- 
inent place given to TBA. For ex- 
ample, the company will use 100 
poster boards in Mississippi, and will 
have 10 showings during a 12-month 
period. Four of the boards will be 
on tires. 

A typical TBA board is reproduced 
above, employing a cartoon figure of 
a cat used in nearly all Southland 
advertising, as is apparent from ex- 
amples of pubiication and poster ad- 
vertising for gasoline and motor oil. 
From time to time copy blocks pro- 
moting tires are incorporated in the 
outdoor boards on petroleum prod- 
ucts. 


Fishing Poles for Billups 


Fishing poles, along with other 
sporting equipment, are sold by a 
good many service station dealers, 
particularly in resort areas. But 
when Billups Petroleum Co., of New 
Orleans, decided to add fishing poles 
to its TBA line, enough were pro- 
vided to stock all of the several hun- 
dred Billups stations scattered 
through the southeastern states. 

The bamboo poles imported from 
Japan, range in length from 12 ft. 
to 16 ft. It is reported that the com- 
pany imported between 75,000 and 
100,000 bamboo poles for this mer- 
chandising venture. 
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New Tire Repair Device 


Gates Rubber Co., Denver, is now 
marketing a device for repairing tire 
punctures without removing the tire 
from the wheel. It is called the 
Gates Vulco-Weld Tire Gun and is 
used to inject a sealing compound 
into the opening made by the punc- 
turing object. 

Gates claims that the compound 
vulcanizes shortly after it enters the 
puncture and makes a permanent re- 
pair. It is said to be of particular 
value in repairing tubeless tires since 
there is no need for special equip- 
ment or special training. On conven- 
tional tires it is claimed that the 
compound not only repairs the cas- 
ing, but at the same time forms a 
strong, ciean patch on the inner tube. 

Each gun contains enough com- 
pound to repair 50 tubeless tires, or 
20 ordinary tires. Six guns are 
packed in a carton designed for 
counter display. 











There's No 
Business f: 
Like ‘Snow’ § 


Business 







Talk about star 
performance! Dealers 
everywhere are getting 
the extra year ‘round profits 
from CAPITOL snow and mud 
tires. Write for full details. 


The Nation's Largest 
Recapping Plant... 
Serving The Nation's 
Largest Volume Buyers 


CAPITOL TIRE CO., Inc. 


Philadelphia 29, Pa. 
Victor 8-1200 


Building ovr reputation since 1934 





DOES MORE... 
cosTs LESS! 

















TIRES-BATTERIES-ACCESSORIES 





Complex Sales Pitch Seen an Obstacle 
On Road to Increased Battery Volume 


By W. E. BLANK* 


In my estima- 
tion the TBA or- 
ganizations of the 
major petroleum 
marketers have 
contributed more 
to the successful 
merchandising of 
storage batteries 
than any other 
group. I think it 
is only good judg- 
ment to consider 
that these same 
organizations will 
continue to foster good seliing in the 
storage battery business, and it is 
with that in mind that I will try to 
leave a few ideas which can be best 
worked out by them for greater suc- 
cess in the battery business. 


Let’s take a look at the average 
service station operator: 

Age—40 to 50 years. 

Education—attended but did not 
graduate from high school. 

Investment—$11,000. 

Years in business—six. 

Turnover in personnel—24%. 

Own home—40%. 

Hours of work—62% per week. 

Battery sales—60 per year. 


Certainly here is excellent mate- 
ria] for training. Certainly we are 
dealing with men above average. Cer- 
tainly we are dealing with men who 
have sufficient courage to put all of 
their savings in business and back 
their investment with hard work. 
Yes, the service station operator is 
ready, eager and willing to ‘earn. 

We told you that the average serv- 
ice station sells approximately 60 
batteries per year. This accounts for 
a total annual volume at retail of 
$1,200. Looking objectively at our 
problem, we can readily see that the 
amount of training which can be ab- 
sorbed or which is indeed necessary 
must be limited by the obvious lim- 
itation on the dollar volume which 
the average service station will do 
per year. 

He cannot be expected to be a tech- 
nical and sales expert on storage 
batteries. It is too much to expect 
and I assure you it is too much to 
ask. We must make the job of train- 
ing him to sell batteries easier both 
for those who do the training and for 
those who are to be trained—in short, 
we must make it simple. 

Since it seems like good judgment 


~*Partial text of speech by W. E. — 
sales manager, Auto-Lite Corp., Toledo, 
hg of Western division, Ol tndatry 
and Accessories grou 








to make the job simple and easy, I 
thought it would be well to take a 
look at the record of the storage 
battery industry to see how easy we 
make it and to see, perhaps, how well 
the service station operator under- 
stands what we are trying to teach 
him for the purpose of selling stor- 
age batteries. 


Like many other marketers we 
place on the front of our container 
the electrical specifications of our 
battery and expect that these speci- 
fications and values will be reason- 
ably interpreted at the service sta- 
tion level. We always have consid- 
erable doubt as to the interpretation 
of the specifications so we thought 
we would make a few calls on repre- 
sentative dealers to find out exactly 
how they are interpreted. Bear in 
mind that the electrical specifications 
have been used in the battery busi- 
ness for years as indicative of the 
value for the user. 


We asked one service station op- 
erator the meaning of 100 ampere 
hours which was plainly embossed on 
the container and his answer was 
“It will deiiver 100 amperes for 
hours.” We then asked, “What does 
120 amperes mean?” and he said, 
“Oh, that’s the minute rate. It will 
give that for minutes and this other 
one here, the starting power means 
that it will give 120 amps. for 42 
minutes, at the zero weather.” 


This was certainly an ingenious 
operator even if he hadn’t the slight- 
est idea of what he was talking 
about. He probably was sold on the 
slogan—if you can’t sell them, con- 
fuse them. 


Another dealer, when asked about 
the 100 ampere hour capacity said, 
“Mac, when you take out a hundred 
amps., you’re flat.” Asked about the 
cold starting capacity, he said that 
means it takes four minutes to use 
up the 100 amps. when the tempera- 
ture is zero. One of the very best 
answers received came from an op- 
erator in a rather good-looking es- 
tablishment and we are not sure 
whether we were talking to the boss 
but his answer ran something like 
this: “Weil, Mister, amps is what it 
takes to get you started and you 
can buy a 100 of them or you can 
buy 80 of them or you can buy 
115 of them. When they’re gone, you 
quit starting.” 


I guess the next dealer gave what 
may be considered a reasonably 
honest answer. He said, “Oh, that’s 
some screwy engineering stuff for 
the car manufacturer. Any one of 



































































these batteries will start your car 
I tried them all. Only thing you 
have to know is that I stand behind 
anything I sell to you.” 


Flaw in Teaching—Obviously, our 
method of indicating consumer values 
is drubbed around quite a bit when 
it reaches dealer level. I don’t blame 
the dealer. I think we should give 
him a simpler and more easily un- 
derstood factor of value. I doubt if 
25% of the men selling batteries to 
dealers can satisfactorily give the 
definition of the various capacities 
used as value factors and usually em- 
bossed on the front of the container 
which holds the product. 


The dealer simply can’t afford to 
spend the time necessary to un- 
scramble the information we give to 
him and put it in the kind of lan- 
guage necessary to make the car 
owner understand what he is talking 
about, The dollar volume he does 
in our business and the necessity he 
has for handling many other serv- 
ices in our business makes it imprac- 
tical for him to be a technician and 
makes it impractical for us to try 
to make one out of him. Is it any 
wonder that many of our dealers are 
not enthusiastic about the. battery 
business, handie only, those sales 
which are forced on them and are not 
in a position to properly service the 
product which we manufacture and 
you sell? 


To further prove our point that the 
sales information we dish out for 
the dealer to use with the car owner 
is hard to understand, I would like 
to quote you a few excerpts from 
trade and consumer publications 
wherein we manufacturers tell the 
dealer what we have so that he may 
interpret it in the terms of value to 
the prospective buyer of our prod- 
ucts. 


Here is a beauty, “A new kind of 
active materal, ground so finely and 
yet with each tiny atom containing 
a center of virgin lead which is re- 
converted to active material as the 
outer edge of the active material is 
worn out and sheds to the bottom 
of the case.” In the event that my 
face is red, you ought to know why 
by this time. 


Here is another gem, “Exclusive 
high temperature vapor treatment of 
plates creates stronger, longer-last- 
ing bond ... insures greater resist- 
ance to shock and distortion.” 


Well, when we started to look, we 
were rather amazed because we have 
many more. Here is another one, 
“Grids are cast from laboratory 
checked lead and are scientifically 
alloyed with antimony, coating of 
grid bars provides a stronger bond 
for super active oxides.” MHere’s one 
more, “New grid alloy lengthens bat- 
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tery life because of high resistance 
to grid corrosion.” 

Now, naturally, we have no quarrel 
with the manufacturers who make 
all of these statements because we 
don’t fight with ourselves ordinarily, 
but we do have our reservations with 
regard to the sales value of these 
statements when interpreted at deal- 
er level to the average battery buyer. 


Simplicity Pays—We know now 
that our average dealer is the key 
to increased battery volume through 
petroleum outlets and that this key 
will only work better if better 
trained. We further know that we 
have natural limitations with regard 
to the degree of training we may do 
and, therefore, the necessity of mak- 
ing the sale of our products simple 
and easily understood. 


To help us with such a program, 
perhaps we should first consider just 
how battery sales start with our 
service station. We sometimes like 
to think that by using the equipment 
which we have provided for them 
and by following out the training 
course we have laid down for the 
operators, they sell the prospect the 
new battery before his old one is 
worn out, but I assure you that such 
is not the case. Batteries are usual- 
ly purchased in an emergency as in- 
dicated by these statistics. 

Sixty-six per cent of battery fail- 
ures occur in the morning when the 
owner usually is in a hurry. Actual- 
ly these failures occur between 7 
and 10 am, Seventy-four per cent 
of these battery failures occur at 
home in the owner’s garage. So 
here is indisputable proof that two- 
thirds of the battery purchases are 
made on an emergency basis and 
that approximately half of the bat- 
tery purchases are made after a road 
call. 

These statistics mean that the av- 
erage battery buyer only becomes a 
prospect after his battery fails in 
an emergency and he has called 
someone to help him out. Under 
normal circumstances it eliminates 
brands as a basis of competition and 
provides that the competition shall 
only be between the price grades 
which the dealer is in a position to 
show and explain to the prospect. 

Now, let’s examine the simple 
sales factors which the dealer can 
readily understand and which he can 
explain to a car owner in terms 
which the car owner wil understand 
and accept. 

We need only to look at the suc- 
cessful record of the leading chain 
and mail-order houses to determine 
that the price and guaranty are all- 
important as simple value factors 
which the average dealer may ex- 
plain simply to his prospect. 

Guaranty policies are, therefore, 
important and should be simply 
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stated so that both the dealer and 
the buyer understand exactly what 
is covered. Many times the simple 
act of dividing the months of guar- 
antee into the list price of the bat- 
tery will indicate the economy of 
buying a higher quality, higher priced 
unit. In other words, the best bat- 
tery can be demonstrated as the most 
economical buy. That is a simple, 
easily understood sales argument. 
Price and Economy — Price, of 
course, has direct relation to value 
and here it becomes necessary to ex- 
plain why the battery costing more 
money is really a better value for 
the user. We suggest the transla- 
tion of higher capacity into life ex- 
pectancy and uninterrupted service. 
You can have life cycle tests made 
of your varying grades of batteries 


and then indicate to the customer, 
using original equipment size as 
100%, that your premium grades will 
last perhaps from 50 to 100% long- 
er based on life cycle tests and, there- 
fore, constitute a more economical, 
more satisfactory buy for the user. 

Translate capacities into electrical 
size or starting power in the same 
terms of percentage so that the man 
realizes that he is getting greater 
dependability from a starting stand- 
point when he buys a better grade 
battery. In other words, it is easy 
for a dealer to say to the user, “We 
expect this battery to last approxi- 


mately 70% longer because that is . 


the record when placed on a life 
cycle test under the supervision of 
competent engineers.” The same is 
true of starting. The battery will 
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actualiy be more dependable from a 
starting standpoint because engineer- 
ing tests have again proved that 
starting power is from 25 to 45% 
higher than the starting power of 
the battery installed as _ original 
equipment, 

In addition, we feel that both deal- 
er and customer will understand the 
need for periodic service, and that 
the dealer is in a position to render 
this service when necessary. Bat- 
teries which require water less fre- 
quently, therefore, have a real sell- 
ing point easily understood by the 
dealer and easily explained to the 
user. Similarly, dri-charged bat- 
teries have an appeal to the dealer 
because he understands the reason 
for it and the consumer, of course, 
is interested in getting a battery fac- 
tory fresh. 

There is a real opportunity to ex- 
pand battery business through petro- 
leum marketers with a simple, under- 
standable sales procedure geared to 
fit and to be used by the dealer per- 
sonnel. We can make it simpler for 
ourselves, simpler for the dealer and 
understandable to the customer and 
at the same time come much closer 
to a full realization of top potential. 





Tube Patch Assortment Offered 


Dill Manufacturing Co., Cleveland, 
is now offering a special bonus as- 
sortment of Dillectric tube patches 
together with a handy cabinet locker, 
and a tire center display. The cabinet 
is 11-in. high, 13-in. wide and 5%4-in. 
deep, of steel, with white baked 
enamel finish inside and outside. It 
is available through oil jobbers and 
oil companies. 


Hollingshead Expansion Program 


Hollingshead is getting ready to 
manufacture its line of chemical au- 
tomotive specialties on the West 
Coast. This is a step in an ex- 
pansion program which began with 
a broadening of the company’s ex- 
ecutive management last year, to be 
followed -now by enlargement of 
plant capacity. 

During the present year Hollings- 
head will invest in new manufactur- 
ing facilities in Canada, and will en- 
large several departments at its main 
plant in Camden, N. J. 
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Fast Charger On Market 


A dual voltage fast charger has 
been developed by Baldor Electric 
Co., 4353 Duncan Ave., St. Louis 10, 
Mo., which charges a 6-voit battery 
at a rate of 80 amperes or less, or a 
12-volt battery at about 40 amperes. 
Features include an ammeter, a 
time switch which automatically cuts 
down the fast charge to a safe svak- 
ing rate, and light weight construc- 
tion. The unit weighs about 30 Ibs. 


et an mee 





New Battery Charger 


Another combination 6-12 volt bat- 
tery charger is the Marquette Model 
211, an automatic fast-charger with 
built-in test and analysis features. 
It has seven charging rates for 6-volt 
and 12-volt batteries. At the push of 
a button a large battery-condition 
meter indicates charging time, general 
battery condition and whether in- 
dividual cells are functioning, 


Long Life Batteries Promoted 


A case history on an Exide Ultra 
Start battery is being publicized by 
the Electric Storage Battery Co., as 
a possible indication of the longer 
life which the company hopes will 
result from the use of the lead-silver 
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(Silvium) positive plates which are 
a feature of the Ultra Start line. 

When the Ultra Start line was 
brought out in 1951, a production 
battery went into a police cruiser 
of the South Portland, Me., police 
department. Since that time the bat- 
tery has seen 150,000 miles of serv- 
ice in three successive police cars 
and is still in active use. 

At the same time the company 
tells something of the development 
of the lead-silver plate, patented in 
1940, eleven years before the Exide 
Ultra Start was put on the market. 
In a test battery, placed in the car 
of L. E. Lighton, vice president in 
charge of engineering, two “Silvium” 
cells were still going strong after 
six years of service, having outlasted 
the third conventional cell twice over. 


‘Check Your Car’ Safety Drive 


May is the month when the annual 
“Check Your Car—Check Accidents” 
program will be conducted by the 
Inter-Industry Highway Safety Com- 
mittee. In last year’s drive for ve- 
hicle testing it was found that one 
out of three cars needed some kind 
of service to make them safe. 

On the basis of the checking pro- 
gram which involved over one-half 
million vehicles, it is estimated that 
17% million vehicles have unsafe 


brakes, lights, steering, tires, ex- 
haust systems, glass, windshield 
wipers, rear view mirrors, or horns. 
The majority of these items come 
within the scope of TBA replace 
ments at the service station. 

The committee calls special atten- 
tion to the need for checking brakes 
and lights. In one out of seven cars 
checked, the brakes were not in good 
shape. Front lights needed attention 
in one out of 12 cases, and rear lights 
in one out of 14. All service stations 
carry replacement lamps, both front 
and rear. 

All of the motor car and some of 
the rubber company radio and tele- 
vision shows will carry messages dur- 
ing May supporting the safety drive. 


Oil Filter Campaign 


According to Earl McGinnis, adver- 
tising manager of the AC Spark Plug 
Division of General Motors, there are 
more than 30 million vehicles now 
equipped with oil filters. The poten- 
tial replacement business, if each 
owner made two cartridge changes 
annually, would amount to $143,- 
000,000 for dealers, he reports. His 
company is conducting an intensive 
oil filter campaign, and is providing 
dealers with an AC Oil Filter bro- 
chure entitled “Eight Successful Sell- 
ing Slants.” 





Boost Lube Sales .. . 
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GUN FILLING 
DISPENSER 


Dual Dispenser Handles Any Hand Operated Grease 
Gun 


A quality item for resale or premium use, K-P’s GFD- 
PLUG ADAPTER 400 Dispenser is the easiest and cleanest way to fill 
hand operated grease guns. 
filler plug, or a removable 
Dispenser is ped 
FP813) for easy filling. A Filler Gun Adapter on the 
side of the Dispenser hand 
filler plug. 


Any gun equi with a 
, can be filled. Every 


equip’ with a Filler Plug (Model 
les guns not tapped for the 


Increase your lubrication sales with this 
new, all-purpose gun filling dispenser. 
or without gun. 


Available with 
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Co. is marketing a tire service package, consisting of a specially designed gasoline 

engine-driven air compressor with a complete line of Impactools for nut running, 

and air tire tools for bead breaking. The whole package is designed primarily for 
road service tire trucks 





Retreaders Cautioned 
On Camelback Quality 


The Rubber Manufacturers Assn. 
has issued a warning to tire re- 
treaders against suppliers of camel- 
back who misrepresent the quality 
of their stock to the purchaser. 

Following is the RMA statement: 

“The Rubber Manufacturers Assn. 
reports complaints continue to come 
from retreaders that camelback they 
have purchased in good faith turns 
out to be of poor quality. These com- 
plaints lead the association to cau- 
tion the trade not to be misled by 
brand names cleverly contrived to 
imply high quality or long-service; 
by technical gibberish, or by lavish 
claims concerning expected perfor- 
mance. 

“Some suppliers still represent their 
camelback as “Grade A” or “Grade C” 
because they were the quality desig- 
nations established by the Office of 
Price Administration during World 
War II. At that time these “Grade 
A” and “Grade C” designations com- 


plied with OPA specifications which 
established definite minimum values 
for those properties on which camel- 
back quality depends. These designa- 
tions also had the prestige of the 
United States Government and its 
willingness to prosecute any firm that 
did not comply with the specification 
requirements for these two permitted 
grades, 

“The Association points out that 
“Grade A” and “Grade C” designa- 
tions for camelback as measures of 
quality are meaningless now. When 
the Office of Price Administration 
passed out of existence in 1947, the 
Government’s specifications and “‘pol- 
icing” also terminated. 

“Therefore, retreaders are cautioned 
not to accept labels of “Grade A” and 
“Grade C” as measures of quality and 
to beware of those brands for which 
exaggerated claims are made. 

“The association suggests that the 
retreader’s best assurance of quality 
camelback for quality jobs is still the 
old-fashioned yardstick of purchas- 
ing brands from manufacturers who 
have earned reputations for depend- 


able, high quality merchandise and 
honesty and fair dealing with the 
trade, Such manufacturers share with 
intelligent retreaders the long view 
regarding the future growth and pop- 
ularity of tire recapping and retread- 
ing.” 


Tire Market Survey 


Some figures on the domestic tire 
market have been developed by the 
Brookings Institution, Washington, 
D. C., as a part of a study on “Big 
Enterprise in the Competitive Sys- 
tem.” Based on a breakdown of 1951 
tire sales the report shows that the 
market is divided as follows: 

Domestic Tire Market, 1951 


Original equipment 28.1% 
Replacements, manufac- 

turers’ brands 38.8% 
Replacements, private 

BNR SERRA Paracas 15.0% 
Replacements, recaps 18.1% 


The portion of the tire market en- 
joyed by the four largest tire com- 
panies (United States Rubber Co., 
Goodrich, Goodyear and Firestone) 
as compared with the business done 
by 15 other tire companies, is shown 
by the following table: 

“Big Four” portion of market 


Original equipment 97.7% 
Repiacements, manufac- 

turers’ brands 67.4% 
Replacements, private 

brands 62.7% 
Replacements, recaps 9.4% 





Cleaning Kit Offered 


Rust Master Chemical Co., 56 
Creighton St., Cambridge, Mass., is 
offering an on-the-engine carburetor 
cleaning kit for use with its Carb 


Master solvent. Price of the kit is 
79c. It consists of a plastic tube, 
fuel line and carburetor connections, 
and a hook for suspending an up- 
ended can of Carb Master from any. 
convenient spot on a raised engine 
hood. 


The company is trying to interest 
service station operators in cleaning 
dirty carburetors without taking them 
off the car. Promotion material calls 
attention to the fact it is a profit- 
able service to sell and an easy oper- 
ation to perform. “No dismantling— 
no re-assembly—just connect—then 
pour” is the summary of the argu- 
ment. 
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STANDARD FITTINGS DATA, 


complete and up to date, including: 


Inverted Dash Controls 
Compression Brake 

S. A. E. Stop-Light Switches 
Pipe Tools 


Drain and Shutoff Cocks 


COMPLETE HOSE SECTION, 


including: 


Gas Lines Window Lift Hose and Fittings 
Oil Lines Power Steering Hose 

Brake Hose Heavy Duty Hose and Couplings 
QA Fittings J. |. C. Fittings and Adapters 


Get Your Copy Now! 


J-103 for '53 is complete, up to date, EASY 


' to use. If you don't have your copy, write: 


Standard Parts Division, The Weatherhead 
Company, Dept. D-3, 300 East 131st Street, 
Cleveland 8, Ohio. 
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I'S BIGGER AND 

BETTER THAN EVER... 
IT’S THE 











WEATHERHEAD 


CATALOG FOR '53!” 


LARGEST INTERCHANGE SECTION 


ever published; covers 101 manvufac- 
turers, including: 


Aeroquip Edeiman 

Anchor Chrysler 

General Motors U. S. Government Parts 
Ford Wagner 

Imperial 


ON EVERY CAR! 
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Claims for ‘Moly’ Lube Oil Additive 
Lack Proof—Better Business Bureau 


The question of the usefulness of motor oil additives continues 
to crop up. The latest development is a bulletin just published by 
National Better Business Bureau, Inc., New York City, on “The 


‘Moly’ Motor Oil Additives.” 


NPN previously published a report (see NPN Jan. 21, p. 74) 
on motor oil additives as a whole, including the “moly” additives. 
Interest in the report is indicated in the fact that to date more than 
50,000 reprints of that report have been ordered. 

To fill out the oil additive picture, NPN presents herewith the 
text of National Better Business Bureau’s “moly” oil additive bul- 


letin. 
te 


In recent months, numerous molyb- 
denum disulfide (MoS,) motor oil 
additives, many containing the word 
“Moly” somewhere in their trade 
names, have been widely advertised 
as products which will improve the 
efficiency of motor oil many times 
over, as well as increase gasoline 
mileage. Typical claims for such 
products have been: 

“The new ‘Miracle Lubricant’—un- 
til now used only in United States 
Air Force jet fighter planes.” 

“Makes your oil 383% more ef- 
ficient.” 

“A whole winter of faster starts.” 

“Reduced gas and oil consump- 
tion.” 


Sources Contacted—Questions have 
been raised with National Better 
Business Bureau concerning the valid- 
ity of performance claims for these 
products. The bureau has written 
to each known advertiser of such 
“Moly” products, asking for veri- 
fication by test data from recognized 
scientific sources, of the claims made 
for their additives. In addition, con- 
tact has been made with a number 
of automotive, airplane and oil com- 
panies, scientific laboratories, and 
trade and professional associations in 
the automotive and lubrication fields. 


Testimony of the Advertisers— 
Those advertisers of “Moly” products 
which have replied to the bureau 
have based their claims for their 
motor oil additives on the following 
points: 

1. All of the advertisers emphasize 
the fact that they have testimonials 
from satisfied users. Some refer to 
many months of heavy sales, result- 
ing in expressions of consumer satis- 
faction and no reported complaints. 

2. Reference is made to published 
materials of such authorities as the 
National Bureau of Standards and 


* 


* 


the National Advisory Committee for 
Aeronautics, citing the superiority of 
molybdenum disulfide as an agent in 
diminishing friction. 


3. The widespread use of molyb- 
denum disulfide by prominent in- 
dustrial and governmental organiza- 
tions, including its alleged use by the 
Air Force, in atomic energy plants, 
and hundreds of nationally known 
companies, is cited. 

4. As to tests on their own pro- 
ducts, the advertisers refer to tests 
made by the manufacturers of such 
products. One advertiser refers to a 
test made by a local automobile 
dealer. Another refers to a _ test 
(known as the “fixed throttle” test) 
made by an automotive magazine. 


Several of the advertisers empha- 
sized the fact that their product 
was radically different from each of 
its competitors, differing in quantity 
and micronization, and suspension of 
molybdenum disulfide present, as well 
as containing vastly different addi- 
tional ingredients. . .with consequent 
differences in performance qualities. 
To the extent that this is true, it 
therefore follows that a claim proved 
to be accurate for one “moly” pro- 
duct would not necessarily be true of 
another product. 


Testimony of Outside Sources— 
Many of the authorities contacted by 


the Better Business Bureau stated. 


they had no data as to the effective- 
ness, or lack of it, of any “moly” 
product as a motor oil additive. The 
National Bureau of Standards stated 
they had never made a test on any 
“moly” product as a motor oi] addi- 
tive, and their widely quoted test 
paper on this subject was confined 
to its use under static conditions 
(i. e. not under conditions of use in 
a jet or reciprocating engine), 
Business firms cited in advertising 


as users of MoS, confirmed their 
use of molybdenum disuifide in vari- 
ous lubricating jobs (including usage 
as a lubricant in automobile or air- 
plane parts). But such firms in- 
formed the bureau that they had 
not used MoS, as a motor oil addi- 
tive in any reciprocating or jet 
engine, Several advertisers of MoS, 
have advised the bureau that numer- 
ous large firms have purchased their 
product for automotive use. 


Since prominent reference had been 
made by some “moly” advertisers, to 
use of their product by the Air Force 
or in jet engines, the Better Business 
Bureau queried the U. S. Air Force, 
and we have the following telegram 
from the commanding general of 
Wright Development Center (Wright 
Field, Dayton, Ohio): 


“The Air Force has several applica- 
tions for molybdenum disulfide dis- 
persed in an oil or grease. This 
center has not authorized use of mo- 
lybdenum disulfide as an additive to 
jet engine and reciprocating engine 
lubricating oils. There is no exist- 
ing Air Force engine specification 


_ permitting use of molybdenum disul- 


fide as a lubricant.” 


It is to be noted that although 
the Air Force confirms that it has 
several applications for MoS, as an 
additive to oil or grease, it has not 
authorized the use of this chemical 
as an additive to jet engine and 
reciprocating engine motor oils, and 
it should not be so stated or implied 
in the advertising of these products. 


Some Rebuttals — Reference has 
been made to a favorable report on 
molybdenum disulfide, prepared under 
the auspices of the National Ad- 
visory Committee for Aeronautics. 
This paper (Technical Note #1578), 
speaks favorably of many fine per- 
formances of this ingredient and 
adds: 


“The possible use of molybdenum 
disulfide as an addition agent in 
fluid lubricants should be questioned 
in accordance with the line of reason- 
ing that has prevented the complete 
acceptance of various forms of 
graphite for such an application. 
Molybdenum disulfide is insoluble in 
common fluid lubricants. Conse- 
quently, it is probable that the com- 
pound would deposit in undesirable 
accumuiations throughout a lubrica- 


tion system.” 


When this statement was referred 
back to “moly” product advertisers, 
they stated that, while the rest of 
the article deals with the factual 
superiority of “moly” this fragment 
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Evidence Is Lacking 


Molybdenum disulfide is re- 
cognized as an effective lubri- 
cant under many conditions of 
use, including use in automobile 
and airplane parts. National 
Better Business Bureau has been 
unable to secure competent and 
recognized test data either con- 
firming or challenging claims 
made for this lubricant when 
used as a motor oil additive. 











represents only the opinion of the 
authors, and is itself not substanti- 
ated and, in fact, refuted by the ex- 
perience of users. 


When asked by the Better Business 
Bureau for test data from independ- 
ent sources, some advertisers of 
“moly” products claimed there are 
no test procedures on motor oil addi- 
tives that, if followed, would meet 
with universal acceptance from the 
lubricating and automotive industries. 
To device a procedure that would 
meet with unanimous acceptance and 
follow it out would, they state, cost 
approximately $40,000. 


A noted laboratory informed the 
bureau that it would test a specific 
moly product for $2,500, and the 
manufacturer thereof expressed a wil- 
lingness to authorize such tests—if 
the test specifications were satis- 
factory to him. When the specifica- 
tions were submitted, the manu- 
facturer found various faults with 
them and deciined to proceed. 


Meanwhile, the bureau has learned 
that at least four tests are now in 
progress, two of them being made on 
behalf of “moly” additive advertisers, 
It is possible that these tests when 
completed may clarify, to some ex- 
tent at least, the effectiveness of 
MoS, as a motor oil additive. 


Reference has been made to one 
test on a “moiy” product. . . . known 
as the “fixed throttle” test. The 
bureau has been informed by a 
number of outside authoritative 
sources that the fixed throttle type 
of test is not considered significant 
by engineers, nor is it accepted as 
a standard test procedure. 


Conclusions—While there appears 
to be no doubt that molybdenum di- 
sulfide serves as an effective lubri- 
cant under many conditions of use, 
the National Better Business Bureau 
has been unable to secure, either 
from outside authorities or from the 
“moly” advertisers themselves, con- 
vincing evidence, in the form of 
competent laboratory or field test 
data from an independent, scientific 
agency of recognized standing, that 
molybdenum disulfide promotes great- 
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er oil efficiency or entails greater 
gasoline mileage when used as a 
motor oil additive. 





Rec dation—It is the beiief 
of the National Better Business 
Bureau that any advertiser before 
making claims to the public, should 
be both prepared and willing to sub- 
mit competent proof of such claims 
to any source having a legitimate 
interest. It is therefore the recom- 
mendation of this bureau that, in 
the public interest, advertising claims 
of “moly” or any other motor oil 
additives be confined to those which 


are substantiated by either labor- 
atory or field tests made by inde- 
pendent scientific testing agencies of 
recognized standing. 


Lube Talks Are Slated 


A panel of five oil and auto indus- 
try men will discuss the first year’s 
experience with API’s motor oil serv- 
ice classification when the API Lube 
Committee meets at White Sulphur 
Springs, W. Va., May 12. 

The committee business meeting is 
set for May 13. 


DRUM RINSER... 


IS THE BEST INVESTMENT WE EVER MADE” 






G. P. Gillette 
Gillette Oil Co., New Orleans, Lo. 


“It does everything represented in your 

circular and more. It even cleans perfectly drums 
that have semi-solid matter in bottoms, such 

as those in marine engine oil service. Our rinser 
is used to clean 600-1000 drums a month. We 
heartily recommend it as a time and money 
saver for any drum-packaged 

product that can be solvent cleaned.” 


OTilsl-te at. -t-la ¢-)amist- lillie londlialil-a Orem 
West Springfield, Mass., Toronto, Canada 
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Chevrolet Transmission Service Change 
Draws Fire from Industry Lube Men 


Oil industry lube men are disturbed 
by the new instructions for servic- 
ing Powerglide (automatic) trans- 
missions just issued by Chevrolet Di- 
vision of General Motors. 


Chevrolet is changing the Power- 
glide transmission housing to elim- 
inate the drain plug in the torque 
converter. The new housing is in 
production, and a few units have hit 
the market. The new unit has only 
one drain plug—the transmission oil 
sump drain. Revised service instruc- 
tions read: 


“Every 25,000 miles drain and re- 
fill. Flushing is not recommended 
(Italics ours). Before draining warm 
up transmission. Remove plug from 
oil sump. After draining replace 
plug. Refill using 5 quarts of Auto- 
matic Transmission Fluid, A 
bearing an AQ ATF number. Idle 
engine in neutral] with hand brake 
set. After a few moments check oil 
level and if necessary add oil to bring 
it up to full mark on dipstick.” 

Capacity of the new transmission 
is still 10 quarts, so by eliminating 
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Complete warehouse stocks of HI-V-! 
motor oil are available at: Enid and 
Oklahoma City, Oklahoma; Superior, 
Omaha; Grand Island and Lincoln, 
Nebraska; Hutchinson, Kansas; Mason 
City and Rock Rapids, lowa; Denver, 
Colorado, and Amarillo, Texas 





TROUBLE CAUSED BY LOW 


the torque converter drain plug, only 
five quarts can be drained from the 
unit, leaving five still in the convert- 
er. New instructions also are retro- 
active to earlier Powerglide models. 

Among oil company lube men, the 
Chevrolet recommendation has raised 
these questions: 

1. If it’s necessary to drain and 
refill the transmission every 25,000 
miles, isn’t it also necessary that all 
the oil be drained? If the oil is con- 
taminated at the end of that period 
and must be drained, then the five 
quarts left in the unit must be as- 
sumed to just as dirty. 

Chevrolet’s Answer—The transmis- 
sion design was changed because of 
complaints that converter drain plugs 
were not tightened property, result- 
ing in leakage. Where plugs were 
tightened, iater it often was neces- 
sary to drill the plugs out. 

By eliminating the converter plug, 
Chevrolet engineers feit the leakage 
problem would be solved. They 
claimed that any dirt in the trans- 
mission woud settle in the oil sump 
and would be drained anyway. Fur- 


thermore, a Chevrolet spokesman told 
NPN, proving ground tests show that 
drains at the end of 25,000 miles 
aren’t necessary—Chevrolet sticks to 
the 25,000-mile drain recommendation 
only because “it’s a GM policy.” 


2. Lube men point out that the 
Chevrolet recommendation says only 
that “Flushing is not recommended.” 
If five quarts of fluid are to be left 
in the converter, then flushing should 
be specifically prohibited. They point 
out that if the unit is flushed, 
then the transmission may very well 
end up with about 2.5 quarts of flush- 
ing fluid and 7.5 quarts of ATF. 


3. Many lube men ask also: Who 
will accept responsibility for trans- 
mission failure after a drain and re- 
fill if the car maker recommends that 
only “half of the contaminated oil 
be drained and the other half al- 
lowed to remain in the unit?” 


Other lube men speculated as to 
the effect of the recommendation on 
the ATF market for service stations. 
As far as Chevrolet is concerned, the 
market is cut in half. If other car 
makers follow suit, then the fluid 
market could be reduced about 50%. 

Some oi] companies plan to regis- 
ter objections to the new recommen- 
dation with Chevrolet. 





CHAMPLIN HI-V-I 
IS PARTICULARLY EF- 
FECTIVE IN ELIMINATING 


TEMPERATURE OPERATION! 





ealers are finding more and more customers 
asking for this new Champlin HI-V-1 Premium 


Heavy-Duty Oil! The word is around that here is 
a heavy-duty oil that actually exceeds U. S. Army 
Mil-O-2104 specifications for heavy-duty service 
. and everybody wants to enjoy the more effi- 
cient performance of engines lubricated with this 
superior oil! Dealerships are still available .. 


write, wire or phone, right now, for information! 


CHAMPLIN REFINING COMPANY, Enic 
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Mr. Potter 


Thomas Hollister Potter, 25-year- 
old commission agent in Morehead 
City, N. C., believes the oil industry 
is “the best field any young man 
could enter today.” 

Despite his youth, Tom backs up 
his title of general manager and part 
owner of the T. T. Potter Oil Co. 
with 10 years experience in all phases 
of oil marketing. Before he was old 
enough to drive a tank truck, Tom 
helped install tanks and pumps at 
his father’s oil company. He later 
worked in a service station which 
he now owns. 

Hard work and product knowledge 
make for successful oil marketing, 
says Tom, adding, “I have stayed up 
nights reading articles that would im- 
prove my knowledge of the oil busi- 
ness.” 

Tom’s father is owner of the Potter 
Oil Co., distributors of Sinclair prod- 
ucts since 1937. The company oper- 
ates in a 40-mile radius of Morehead 
City, distributing products with a 
fleet of 10 tank trucks. Under young 
Tom’s direction, the Potter Oil Co. 
will make a gradual shift to larger 
tank trucks and bigger hauls. Plans 
are also being made to install 12 
storage tanks. 

Tom was born in Winston-Salem, 
attended Edwards Military Institute 
and North Carolina State College, 
where he played football. 

He is a member of the Chamber 
of Commerce, the North Carolina 
Service Station Assn., and is on the 
board of directors of the Junior 
Chamber of Commerce. 

Tom married the former Elizabeth 
Davis in 1949, and the couple has one 
son. 


MAY 6, 1953 


Stanley Learned, executive vice 
president and assistant to the presi- 
dent of Phillips Petroleum, has been 
elected chairman of the executive 
committee. 

G. W. McCullough, chairman of the 
operating committee was elected vice 
president. 

R. W. Thomas, vice president of 
research and development, was made 
a director succeeding ©. P. Dimit, 
vice president of production, who re- 
tired April 1. 


* « * 


Harold Teasdel, president of The 
California Co., Standard of Califor- 
nia subsidiary, and former member 
of the Salt Lake Tribune editorial 
staff, played reporter on a recent 
Honolulu-San Francisco voyage of a 
company tanker, the F. 8. Bryant. A 
seaman, stricken with appendicitis, 
was transferred to the Lurline on the 
high ‘seas. Mr. Teasdel gathered the 
facts, had pictures taken and wrote 
the story. It was published in the 
April Standard Oiler, monthly em- 
ploye publication. 


Last month James Buday, Jr., 
owner of Bayliss Fuel Oil Co., Ron- 
konkoma, N. Y., celebrated his 12th 
year as an oil jobber. 

Mr. Buday started his business 
when he was 24 years old—with one 
tank truck and 125 customers. He 
now operates a fleet of 17 trucks and 
serves 4,000 customers. 


New directors of the Michigan Pe- 
troleum Assn., include William Tor- 
rence, Torrence Oil Co., Birmingham; 
George Schiersan, Beacon Oil Co., 
Adrian; and Gordon Monroe, Dean 
Oil Co., Midland. 


Mr. Drake Mr. Swensrud 


Mr. Whiteford Mr. Paton 

After 21 years as president and 
board chairman of Gulf Oil, J. Frank 
Drake, has been elected chairman of 
the executive committee—a position 
that will require a less active role. 

Succeeding Mr. Drake is Sidmey A. 
Swensrud, company president since 
1948. As chairman of the board, 
Mr. Swensrud becomes Gulf’s chief 
executive officer, 

William K. Whiteford, formerly ex- 
ecutive vice president, is now presi- 
dent and chief administrative of- 
ficer. 

Another appointment is that of 
F. C. W. Paton, general manager in 
charge of the company’s marketing 
overseas, who is now vice president 
in charge of foreign marketing. 


aa , &3 ee 


OIL MEN attend recent Connecticut OIIC meeting at Northford. Left to right, Harry 
W. Bruyn, Gulf Oil; Rex Murdoch, Texaco; Seth Darley, Gulf Oil; and George 
Stetson, general manager, Valley Oil Co. 











HERE’S A HOLE 188,000,000 FEET DEEP! 


One hundred and eighty-eight million feet down! ... 
that’s the total feet of hole your American Petroleum 
Industry drilled in 1952. It represents the 48,800 new 
wells they completed throughout the United States. 
So what? ...So it means a greater reserve of oil than 


ever before in U.S. history. It’s oil 


dollars to produce these truly outstanding results! 

Cities Service drilled 375 miles of holes itself in 
1952, carrying on exploration activities during the 
year that extended over 26 states, and into Canada 
and Mexico, and produced 43,000,000 barrels of 


liquid petroleum. Cities Service is 


needed to meet the all-time peak de- Cc ITI E S proud to play its part in this tremen- 


mand of the American consumer .. . 
estimated as high as 8,022,000 bar- 
rels a day in the last quarter of 1952! 


... and it cost the industry 4 billion 


dous effort to keep our standard of 
living the highest in the world .. . to 
keep America vital and strong for 


its role as the leader for world peace. 


SERVICE 





An important part of the American Oil Scene 
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Two future executives of the Este 
Oils Co., Cincinnati, are pictured 
at right during an Easter vacation at 
Pompano Beach, Fla. 

Joseph Albers (left) is shown hold- 
ing a 10-lb. dolphin which he caught 
while his brother David holds a 25-lb. 
kingfish, which was registered at 
Pompano Beach as the largest king- 
fish caught by an _ 11-year-old 
boy. Josepb had hooked a large sail- 
fish, but it got away! 

Joseph and David, sons of August 
J. Albers, president of Este Oils, are 
very much interested in the oil busi- 
ness and show indication of being 
progressive Independent jobbers. They 
now spend part of their summer vaca- 
tions working at their dad’s service 
stations—wiping windshields, dispen- 
sing gasoline and general clean-up 
chores. 

The boys have been schooled in the 
importance of the Independent dis- 
tributor, not only by their father, 
but by their good friend Palmer Tal- 
butt, vice president of Ashland Oil 
and Refining Co. 


. > 


Drew L. Hines 
has taken on a 
big job as East- 
ern operating 
head for Tide 
Water Associat- 
ed. Mr. Hines, a 
vice president, 
will hold the titie 
of chairman of 
the Eastern Di- 
vision Operating 
Committee and 
head of the Ad- 
ministrative De- 
partment with offices in New York. 

He succeeds B. I. Graves, who has 
held that position since 1940 and 
who has retired as vice president and 
partments with offices in New York. 

Mr. Hines’ career with Tide Water 
goes back to 1922 when he joined the 
Associated Oil Co., in San Francisco 
as a construction foreman. 

Of late he has been serving as vice 
chairman of the operating committee 
and as a member of the company- 
wide co-ordinating committee. 


Mr. Hines 


* * * 


B. I. Graves was honored last week 
on his retirement as a director, vice 
president and chairman of the East- 
ern Division operating committee of 
Tide Water Associated. 

Mr. Graves, who completed 43 
years with the company, received an 
inscribed and bound scroll bearing 
the signatures of the more than 500 
employes in the New York office. 

Mr. Graves plans to continue his 
oil career as a consultant with of- 
fices at 52 Wall St. in New York, 
and in California. 


MAY 6, 1063.’ 


TWO YOUNG 
OIL MEN, Joseph 
Albers, left, and 
his brother David, 
proudly display the 
fish they caught 
while vacationing 
in Florida with 
their father August 
Albers, president 
of Este Oils, Cin- 
cinnati 


Mr. Stewart 


G. L. Stewart has been elected 
chairman of the board of Imperial 
Oil, Ltd., and is succeeded as presi- 
dent by J. R. White, former execu- 
tive vice president. 


Mr. Stewart had been president 
since 1940. He started his oil ca- 
reer in the engineering department 
of Imperial at Sarnia in 1916. A na- 
tive of Winnipeg, Mr. Stewart grad- 
uated from McGill University in 
Montreal and remained there two 
years as an instructor. 

Mr. White was appointed execu- 
tive vice president in 1950. A grad- 
uate of the University of Toronto, 
Mr. White joined Imperial in 1933 
and worked at Sarnia as an engineer. 
He came to the United States in 
1937 and a year later joined Stand- 
ard Oil of Venezuela, He became 
vice president of that company in 
1942, then returned to Imperial in 
1944. 


Lowell B. Taylor has been elected 
financial vice precident and a director 
of Utah Oil Refining Co., Salt Lake 
City, succeeding A. N. Johnson who 
retired as vice president, treasurer 
and director. Harry M. George was 
named treasurer. 
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William Foote Heads Oil Credit Group 


William A. Foote, division 
credit manager for The Texas 
Co., at Buffalo, New York, has 
been elected new president of 
the Eastern Petroleum Credit 
Managers Assn.,_ succeeding 
Russell G. Bannister, Cities 
Service Oil Co., Philadelphia. 


A native of Buffalo, Mr. Foote 
got his first job back in 1918, 
as a collector for the old Fed- 
eral Telephone Co., where he 
eventually became head of the 
collection department. After 
four years with a local finance 
company specializing in second 
mortgages, factoring and simi- 
lar types of financing, he be- 
came secretary of a local loan 
institution then known as the 
Buffalo Industrial Bank. 


He spent some 14 years with 
the bank before breaking into 
the oil business. It was about 
20 years ago that he was put 
in charge of a newly organized 
credit department at the old 
Goodyear-Wende Oil Corp., a 
Texaco jobber, just prior to the 
acquisition of that company by 
its supplier. His only regret 
today is that he did not get in- 
to the oil business earlier, as 
he much prefers it to any of 
his prior associations. 


Mr. Foote has at various times 
headed all of the several local 





credit groups in Buffalo. He 
once served as president of an 
organization known as_ the 
American Business Club, a sort 
of forerunner to present-day 
Junior Chamber of Commerce. 
He enjoys Canadian fishing, and 
looks forward each year to the 
time when the season opens in 
Canada. 

The Foote household has four 
children—two sons and two 
daughters, all married and liv- 
ing in or near Buffalo, so that 
grandfather Foote enjoys the 
occasional companionship of six 
grandchildren. 














If you want to know how it feels 
to witness a bank holdup—ask Fred 
Helling, Penn Central Oil Co., Kansas 
City, Kan. 

Mr. Helling was in the Rosedale 
State Bank recently when four band- 
its robbed the bank of $40,000. 


* . * 


Lincoln Oil Co., Detroit, Mich., is 
entering its 54th year. The company 
was organized in 1899 and continued 
under new owners in 1946. P. W. 
Stevens is president of Lincoln Oil. 


* * * 


Richard L. 
Bowditch, presi- 
dent of C. H. 
Sprague and 
Son Co., Boston, 
coal and oil dis- 
tributor, has been 
elected new presi- 
dent of the Cham- 
ber of Commerce 
of the United 
States. 

Mr. Bowditch 
was a vice presi- 
dent of the Cham- 
ber from 1949 to 1952 and has 
served on the executive, public rela- 
tions and education committees. 

During 1951 he was an adviser to 
the OPS on transportation, public 
utilities and fuels problems. 


Mr. Bowditch 


At Indiana Standard, C. C. Ingle- 
field, manager of the South Bend 
sales field, has been promoted to a 
new position. He is assistant general 
manager of operations, at the general 
offices in Chicago. 

Mr. Inglefield will direct all sales 
department operating activities and 
will supervise the sales operating 
and construction engineering depart- 
ments. 

Mr. Inglefield joined Standard as 
a clerk in the Chicago sales division 
in 1916. After holding various sales 
positions in 1936 was made manager 
of the South Bend sales field. 

Other appointments include: 

R. E. Lee, manager at Decatur, IIL, 
succeeds Mr. Inglefield at South Bend. 

H. L. Poole, assistant manager-re- 
seller at St. Louis, now manager at 
Decatur. C. E. Beatty, assistant man- 
ager-reseller at Peoria, Ill., trans- 
ferred to the same position at St. 
Louis. H. F. Riedel, sales manager- 
reseller in Chicago, appointed assist- 
ant manager-reseller at Peoria, suc- 
ceeding Mr. Beatty. 

A. C. Bradley, assistant manager- 
consumer at Joliet, Ill, transferred 
to the same position at St. Louis, 
succeeding J. A. Lampe, who trans- 
ferred to other duties 


COMMEMORATING 100th Anniversaries of Swan-Finch Oil Corp., and Llsley 

Doubleday and Co. is Arthur Phillips (center) president of New Jersey Oil Trade 

Assn., as he presents scrolls to Howard F. Moncrieff (left) president of Swan-Finch, 
and P. Henry Kerler, president of Ilsley Doubleday 


J. R. Richardson, sales manager- 
consumer at Peoria, succeeds Mr. 
Bradley as assistant manager-con- 
sumer at Joliet. 
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"2 reasons 
why my business 


Here are two new products 

that really make customers switch — 

to Sinclair! Sinclair Dealers now have a 
sensational new motor oil and a new, 
more powerful gasoline. It’s a combination 
hard to beat for drawing power. And 
what a selling story! ... Backed to the 
hilt by Sinclair’s greatest advertising “2 to 18% more knock-free power” 


A Revolutionary New Super Premium Gasoline 


campaign — Life, Saturday Evening Post, 
Collier’s, Look — hundreds of 
newspapers — Radio, TV — 

eyecatching dealer aids. 


Join the 2,168 new dealers who 
switched to Sinclair last year. Contact 
your nearest Sinclair Representative 

or write Sinclair Refining Company, 
600 Fifth Avenue, New York 20, N. Y. 


SINCLAIR 


Ask about the Sinclair TBA Franchise featuring 
Goodyear — the greatest name in rubber. 





A Sensational New Motor Oil 
“So good your engine can outlast your car” 
— and Sinclair Guarantees It 























Dictributors -HERE's YOUR ANSWER TO HOSE PROBLEMS! 














HY bother with several sources of supply | —the backing of consistent hose advertising and 
for your hose needs when Goodyear has the heavy national advertising for all Goodyear 
answer—simple as A-B-C? From tank truck to products helps you sell hose 


dispensing pump, every kind of hose your cus- 


—a jobber franchise policy that assures your 
tomer needs is available from one source. 


profits 

With Goodyear, you get all these advantages: and the simplification of your inventory, 
reorder and billing problems that come from 
dealing with a single source for all your hose 
needs. 


—a full line of hose types and constructions to 
meet the needs of all your customers 


—top quality products that mean long service 


It will pay you to get the whole story now—so 
and satisfied repeat buyers 


write today for full details to: 




















—customer acceptance second to none—earned Goodyear, Mechanical Goods Division 
by Goodyear, The Greatest Name in Rubber Akron 16, Ohio 
em a 5 ai al i cn > 1 ir at ci is amma cl Samael at tae Dias acne ati a ica aa las tia cna ela a A as le om <a at | 
' ' 
1 i 
| THE GOODYEAR TIRE & RUBBER COMPANY, INC. 
| Mechanical Goods Division 
Akron 16, Ohio 
Please send me full details on your Jobber Program for Hose 
' ' 
‘NAME 
' ' 
: FIRM NAME TITLE 
! ' 
| STREET ADDRESS 
' 
! ' 
CITY ZONE STATE ' 
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GOOD, YEAR 


THE GREATEST NAME IN RUBBER 


We think you'll like **THE GREATEST STORY BVER TOLD" — every Sunday — ABC Radio Network - THE GOODYEAR TELEVISION PLAYHOUSE — every other Sunday— NBC TV Network 
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